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* Advertising is the fuel 
which keeps the great 
mechanism of commerce e 


constantly running.” 





The merchant who 
would be successful 
must “hustle,” and he 
must call to his aid an 
ally that will support 
him in his endeavors. 
That loyal, steadfast 
and strong ally is news- 
paper advertising. It 
makes the wheels of 
business go ‘round. 

In Philadelphia your strongest ally is the 


eECORD 





because it is the paper with the largest circulation. It 
has been chosen as a loyal, steadfast and winning ally 
by all of the most successful business men of the Quaker 
City, and it is ready to help you make the coming season 
the biggest in the history of your house. 


25 Cents A LINE DAILY 
20 Cents A LINE SUNDAY 


Average circulation«during 1900: 


192,838 DAILY 
153,346 SUNDAY 


“The third largest morning circulation In the United States, out of 2,000 
catalogued .”’— Printers’ Ink. 
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to have your advertis- 
ing cards in all the cars 
controlled by us on the 
Brooklyn Elevated and 
in the principal cities 
of the United States. 

We're glad to start 
you with a few — just 
what you want to suit 
your particular purpose 
or to come within your 
special appropriation. 

Some of our largest 
patrons commenced 
that way and now take 
all we can give them. 

We'd expect to get 
you to the same point 
of appreciation. Glad 
to discuss “ how much” 
with you. 
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GEO. KISSAM 
BROADWAY, Wi. Y. 
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THE PINGREE SHOE STORY. 
By Sam E. 

One of the largest advertisers 
in this country 1s the firm of 
Pingree & Smith, with factories 
and offices at 102-106 Jefferson 
avenue, Detroit, Mich. Mr. Frank 
C. Pingree is the superintendent, 
and he told me: 

“We advertise extensively and 
persistently in the leading publi- 
cations—Ladies’ Home Journal, 
Youth's Companion, McClure’s, 
Munsey’'s, etc., and our aim is to 
interest the best shoe wearers in 
our product, telling them in the 
plainest language what really ar- 
tistic and durable shoes we are 
making to sell at moderate prices. 
We do not sell shoes by mail, as 
many people suppose. Our plan 
is to make goods for the best re- 
tail trade, on orders placed long 
in advance of their wants. Al- 
though many concerns are adver- 
tising to sell shoes by mail, we 
have gone into the matter thor- 
oughly, and we find that it is out 
of the question for us to anticipate 
the wants of the individual wearer 
and carry a stock to supply shoes 
direct. We do not believe any 
shoe manufactory can give satis- 
faction selling shoes by mail. 


Whitmire. 





“We expect eventually to es- 
tablish customers—that is to put 
our goods in retail stores—in 


every city and large town in the 
country, and through them to sup- 
ply the demand for our shoes, 
which our extensive advertising 
and the marked superiority of the 
goods, is increasing largely every 
year. 

“The advertising we are doing 
is to help the retailer sell ‘our 
goods.” 

“Of course 
brings response 
How do you 
quries?” | 


this 
to the 
follow up 
asked Mr 


advertising 

factory. 
such in 
Pingree 


NEW YORK, OcrosBeEr 17, 1900. 
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“Yes, we get hundreds of let- 
ters every day in response to our 


ads. Here is a big batch from 
the Ladies’ Home Journal read- 
ers. To every one of these we 


send a copy of our booklet ‘Pin- 
gree shoes.’ It tells all about the 
different styles we make. We 
also send a stock letter which is 
a perfect reproduction of a type- 
written letter, and with this we 
inclose a printed list of the stores 
that handle our goods, arranged 
by States. We ask that a request 
be sent to the nearest store for a 
copy of our catalogue, or better 


still, that a call be made at the 
nearest store named, where our 
shoes can be inspected. Our 


goods are now for sale in thirty- 
five States, and each store is well 
supplied with our catalogues and 
other advertising matter. We 
also send to each inquirer two ad- 
vertising novelties—a _ celluloid 
pen wiper in the shape of a fat pig 
with ‘Ready for the Pen,’ printed 
on one side and our ad on the 
other, and a nicely lithographed 
cardboard foot, with each of the 
five toes representing the face of 
a beautiful girl. This foot opens 
out, and inside is ‘A Foot Form-al 
Talk.’ And then we send to each 
address our ‘Sample Envelope,’ 
which is the most convincing ad- 
vertisement we have ever tried. 
This envelope contains a piece of 
leather 2x3™% inches, cut from a 
kid skin such as we use in our fine 
shoes for women. This leather 
is tanned by the ‘Chrome’ process, 
very smooth and pliable,the lustre 
is perfection, and it is not possi 
ble to make leather that is strong 
er. We cut a slit in each sample, 
through which the finger may be 
inserted, the leather held firmly, 
and pulled to test its strength. 
We ask every person to make the 
test The easiest and most likely 
method to utterly destroy the use 
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fulness of leather ordinarily used 
in shoes is a thorough soaking in 
water, while the extrcme test of 
boiling will cause its immediate 
ruin. We ask evervbody to pull 
on our sample, soak it and boil it. 
It will stand all tests, and when 
dry will be as soft, pliable, tough 
and strong as before boiling. Let- 
ting people test the leather from 
which our shoes are made has 
proven a great sales-maker. Of 
course, this is an expensive meth- 
od, as we cut up thousands of 
skins each year into samples, but 
it pays in the long run.” 

I asked for a little Pingree ad- 
vertising history, and was told: 

“When Hazen S. Pingree came 
out of the war in 1866, he immedi- 
ately took up the business of mak- 
ing shoes, and for thirty-four 
years the enterprise has grown. 
The factory was advertised from 
the start, but never so extensively 
as to-day. A factory that seemed 
large enough for fifty years 
proved too small in five, so vari- 
ous ones were outgrown until 
1892, when our present factory, 
conceded to be the most modern 
in the United States, was built. 
At first we only advertised in 
Michigan, Illinois, Ohio and In 
diana, but to-day we are cover 
ing the United States. 

“The factory has received more 
free advertising than any other 
concern in this region, from the 
fact that Detroit elected Mr. Pin- 
gree mayor three times, and to- 
day he is serving his second term 
as governor of Michigan. His ef- 
forts in behalf of the poor people 
of Detroit have made him known 
all over the world. All of our 
shoes for men bear the trade- 
mark ‘Governor, and are at once 
associated in the minds of the peo- 
ple with the highest office in the 
State. We shod many regiments 
with Pingree during the 
war with Spain, and the rank and 
file of the men declare that none 
others wore nearly so long. That 
all helped to increase our sales.” 

The fact that Pingree, a shoe 
manufacturer with thirty-six 
years’ experience, says shoes can 
not be sold successfully by mail, 
an interesting opening fo 


leaves 
some of the concerns that are 


shoes 


making apparent successes with 
“Shoes By Mail” to speak out and 
tell us how they are doing it. 


—_ ++ 


FEATURING ODDITY. 
A man named Madsen, who runs a 
massage cure, has been in the Chicago 


papers this summer in a small way very 
effectively. It is not very common to 
see the odd feature of a _ business 
“played up’’ as Madsen uses them in 
head-lines. Here is one ad that is 
worth reproducing: 


“I Rode a Camel at Madsen’s 
Morning—Great Fun. 

“One of Madsen’s 81 machines gives 
you the actual camel motion, and if 
there’s any sluggishness to your liver 
after you get through with that you 
are the very fellow that needs Madser 
most. Madsen Hall is a mechanical 
wonderland. There are machines that 
thump you and machines that you 
thump; machines that pull you and 
machines that you pull; machines that 
lift you and machines that you lift 
Every right-hand movement has a left 
hand movement to balance it; every 
push has its corresponding pull, and 
so on clear through the 81 machines 
My wife enjoys the whole system a 
much as I do. There are dozens of 
women taking it. They say they find 
it cheaper than uoctors’ bills—and bet 
ter than medicine.” 


This 


{d Sense. 

ADVERTISING PAYS 

The Ruthven Appeal says: ““Who say 

it doesn’t pay to advertise? A Spence 

man put a want ad in the local pape 

for a girl, and the very next day hi 

wife had one.”’—Estherville (Minn. 
Democrat. 

— IO 








Mothers should 
permit their 
1, children to use 

the perfect 
liquid 
dentifrice 
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Rubifoam is harmless as pure 
water, fragrant as the sweetest 
flowers, Price, 25c, at druggists. 


E. W. HOYT & CO., Lowell, Mase, 








WORTH LOOKING AT, 
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LL general advertis- 
ers who meet with 
any large success in Min- 


nesota use 





Tile SAINT PAUL 


Daily Globe 











The only Democratic daily 





in the State, it has a clientele 


which is untouched by any 


other daily in the field. 


Advertising rates on application to 
THE GLOBE COMPANY, 
Saint Pau, MINN. 
WiLirAMs & LAWRENCE, CHAS. H. EDDY, 


87 Washington St., Chicago, II. 10 Spruce Street, 
D. C. McConn, Manager. New York City. 
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Why Wait? 








B peaiON’T you know that time 
®) | has a way of flying? 

Before you know it Oc- 
tober 15th will be here, 
and on that day all time and space 
discounts in COMFORT will be 
abolished. That means it costs 
just one-fifth less now than then to 
place a yearly contract. Any agent 
will explain. We also have branch 
offices at 707 Temple Court, New 
York; or 1635 Marquette Building, 
Chicago. Why not write to-day to 
your agent or to us? 


@ 
‘ 





W. H. GANNETT, 


Publisher, Incorporated, 
Augusta, - - - Maine. 
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It’s The Kansas City Times Now 


‘‘No Breakfast Complete Without /t."’ 














The Leading DAILY and SUNDAY 
newspaper of the West. 


Enjoying a most marvelous and phenomenal growth 
in circulation and influence. 


Once an Advertiser in 


The 
Kansas City 


Times 


Means a Permanent Patron 


All we ask is a fair test. 
That’s fair ? 
A. A. LESEUER, C. M. SELPH, 


Editor in Chief, Business Manager. 
































The S. C. Beckwith Special Agency 


Sole Foreign Advertising Agents, 


TRIBUNE BUILDING, THE ROOKERY, 
NEw YORK. CHICAGO, 
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Largest — Best Medium 
Two - cent for 
Thoughtful 
Circulation haa . Staple Goods 











Buffalo Review 


Guaranteed daily average circulation 


during last year, 9,500. 


Now 10,500. 


Tue Review reaches the in- 
telligent readers of Western 
New York and is the best 
medium for advertising staple 











goods. 
w. E. SCOTT, 
150 Nassau St., New York, THE BUFFALO REVIEW CO, 
Mgr. Foreign Advertising. Buffalo, N. Y. 
Official Enterprising, Official 
Paper, City of Complete, Paper, Erie 
Buffalo Brainy County 
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loilettes 


‘“TOILETTES”” has been in exist- 
ence twenty-one years. As the 
leading fashion paper of America 
it occupies a unique position and 
unlike the ordinary advertising 
medium—it lies on the tables of 
over fifty thousand homes as a 
work of reference on dress. 

Where the dress maker keeps 
it in her parlors dozens of women 
read it. The December issue of 
“TOILETTES”’ will be fifty-five 
thousand copies. 

Advertising rates, fifty cents 
per line. 

Sample copies for the asking. 


“TOILETTES ” CO 
170 5th Ave., 
NEW YORK. 


*) 


Ss 
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SOME SUGGESTIONS 
By Geral Dean 
Whenever an event of 
ance for charity's 
cur, it's a good 


import- 
sake 1s to oc- 
idea to attempt 


the killing of two birds with one 
stone, by running a line or two 
in your newspaper and mentioning 


the affair, or by getting out a 
poster like a Boston firm recently 
did that read, “Smoke the Bar 





rymore Cigar at the Elk’s Fair 
and Carnival.” 
' 
In these days of fierce competi 
tion, with an apothecary on every 
other corner, druggists vie with 


accommo 


sign 


one another in being 
dating, and a conspicuous 
that would please both customers 


and doctor should hang well to 
the front reading “Free telephone 
to call your physician.” 

Fall is here, and a show win 
dow exhibit, in connection with 


anything to weet, that would start 


a shiver could be easily arranged 
by placing in the center a_ few 
yellow, ripe pumpkins well sprin 
kled with shining salt, and over 
these hang James Whitcomb Ri 
ley’s verse, “The frost is on the 
pumpkin,” etce., or “Jack Frost 
will catch ye if ye don't watch 
out.” 
k ‘ ‘“ 


should) apply for 
following ex 
wish to 


Exhibitors 
prospectuses of the 


positions if they make 


an early selection of space: 
Pan-American Exposition — at 
Buffalo, N. : May 1 to Nov. 1, 
IQOT. 
Interstate and West Indian Ex- 
position at Charleston, S. C., Dec 


June 1, 
Exposition at To- 


I, I9gO!I, to 1Qo2. 


Centennial 


ledo, Ohio, commencing in May 
1go2. 

World’s International Exposi- 
tion, at St. Louis, Mo., in 1903. 


An application addressed to the 
Director General or the Director 
of Publicity will bring all de- 


sired information. 
: * x 
A worthy act could be per- 
formed by a merchant in most 
every town of the Union by hay- 


ing it announced that he would 
receive, pack and forward free 
reading matter to our soldier boys 


in the Orient, Island possessions 
and far Western barracks. Have 
it understood that only books and 


magazines (not newspapers) are 
desired, and the amount of free 
advertising obtained will more 


than balance the trifling expenses 


and trouble. 
Stores that draw trade ‘with 
the odd prices of 49c. and 98c. can 


offer another incentive by giving 
in change new, bright pennies of 
1900 mintage. These coins may 
be obtained on order in any 
amount from the Assistant Treas 
urer of the Umited States, New 
York City. Payment should be 
made by a New York draft (not 
check) drawn to the order of 


that officer. Be particular to state 
that new coins are wanted. When 
received a display could be made 
in a store window by filling to 
overflow a false top barrel, not 
forgetting to have a few bulging 
out of the bung hole 
ae 

Puysicians prescribe different treatment for 
different systems—advertisers’ cases also hav: 
to be diagnosed.—A nderson (Ind.) Herald. 


or 


INVESTORS 


The details of a superior line of commercial 
investments in business concerns earning 
annually at least 

PER 


ENT 
will be furnished to parties hz ee capital to 
invest in amounts of $100 or 
Every enterprise I undertake is wee ing conducted 
or industrial purposes only, to make profits 
by the operation and de- 
velopment of the business 
nd is conservatively but 
energetically managed. 
If you desire your money 
placed with no more risk 
than any good business in- 
vestment involves, and with no more anxiety 
on your part than if it were earning only from 
2% to 4 per cent, Jet me submit my propositions 


CASSIUS M. PAINE 


61 New Insurance Building, MitwacKker, Wis 
@$TESTIEMONIAL @ 


juainted with Cassius M. Paine 
ars and know him to be 
ght man. I have confid 
ntegrity anc siness 
1 to him per 
a courteous, 
le adit lem an.” 
Cricaco 
Cricaco 
St. Louis 
Minnearous 
INDIANAPOLIS 
CINCINNATI 
Miwaunee 
Mi.waunce 
Mi.waunee 





Nothing 
Speculative 


n my 
Operations 

















“I have e been ac 


in his personal 
and do not hesitate to recommer 
sons who want to « us 

Straightforward and re 


H.C. HAARSTICK pres:t sr 
Henry L. Litme 
CHARLES E. COFFIN ones 
JOHN Omwaxe 

Patrick CUDAHY eees + cuo 
We. W. ALLIS ones 
ALFRED JAMES pReSiOENT W.-W. WATS INS. CO. 





AN ATTRACTIVE AD. 
From the Outlook (N. Y.) 
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INCREASING THE VALUE O}] 
TESTIMONIALS. 


By Hollis Corbin. 


Very often the value of testimon- 
ials might be greatly increased by 
appending a note to each one set- 
ting forth the important facts which 
the writers generally omit. 

For jnstance, a manufacturer 
may write to a trade journal say- 
ing : 

We have advertised in your journal 
for the past two years and the results 
have been very gratifying indeed. 

W hen printed and circulated by 
the trade journal, the caption or 
the firm name generally tells the 
line of business the author of the 
testimonial is in, so that further 
comment is usually regarded as un- 
called for. 

But, when the testimonial is read 
by the man who is seriously con- 
templating the use of that medium, 
it is found deficient in the respects 
that these questions indicate 

How much space has this firm 
used ? 

Have they used every issue 

Did they use illustrated adver- 
tisements ? 

Did they push a specialty or talk 
their various lines in a_ general 
way ? 

Have their advertisements cir- 
culated their catalogues or have the 
advertisements sold goods direct ? 

Have they used new copy each 
time ? 

These are practical auestions. 

The prospective customer is 
likely to know that a good medium 
is not all to good advertising. 

He wouldn't go into the oil busi- 
ness just because Mr. Rockefeller 
has made a success of it. He would 
want a few more specific reasons. 

He is encouraged but not satis 
fied by the fact that Messrs. So 
and-So have Lad gratifying results 
from the use of the medium in 
question. 

It would be a simple matter to go 
through two year-’ files of a month- 
ly, and then cover considerable 
ground with a few words in about 
this manner: 

Messrs. So-and-So have 
quarter page, illustrated 
in every issue (June, July and August ex 
cepted) since September, 1898, to ex- 
ploit their patent alarm clock and, in- 


used a new, 
advertisement 


INK. II 


cidentally, to tell about their big, hand- 
some catalogue of novelties. 

A number of testimonials thus 
completed would enable one to 
caretully study and compare aver- 
ages and come to various definite 
conclusions. 

I recently receiv d a very hand- 
some booklet of testimonials from 
the Keystone (the Philadelphia 
jewelry and optical organ), which 
would be more than doubly inter- 
esting and instructive if the readily 
obtainable missing links had been 
supplied by the compiler. 

in many other lines of business 
the users of testimonials are in pos- 
session of facts which they could 
profitably append. 

ate 
HOARDING. 
billposting 
up in the Strand, 
the site of the 
improvement, 
ertising gives 


4 LA 
Concerning 
station recently 
London, round 
County Council's 


Newspaper and 


RGE 

the 
put 
part of 

street 


oster Ada? 


immense 


the following interesting details: 

The bill-sticking board is 394 feet long 
and 30 feet high, and is divided by mu 
tual arrangement between the two adver 
tising firms. It was a happy idea, when 
the Strand houses were pulled down, to 
cover up the backs of ion still stand 
ing in Hollywell street with this im 
mense sheet of match-boarding, facing 
the thousands and thousands of people 
who daily pass alone the Strand. The 
County Council will get £3,000 a year 
for the bill-sticking rights, and the 
hoarding will be un for about three 
years. Its collection of pictorial posters, 
advertising everything from soap and 
sewing machines to plays and patent 
medicines, is one of the most interest 
ing and effective ever exhibited, ana one 


of the secrets of its effectiveness is that 
each bill is separated from the rest by 
a space or border, like pictures at the 
Royal Academy, only more so. This ar- 
rangement gives every advertisement a 
chance to be seen. 


- + 
STEREOTYPED ADVERTISING 
PHRASES 





‘ 





ESPECIALLY FITTED FoR HAIR AND 


SCALP,” 
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MERE LITERATURE IN AD- 
VERTISING. 
By James B. Carrington. 

There is apparently no suf 
ficent reason existing for illiter- 
ate and vulgarly affected adver- 
tising writing, and yet some of 
the largest concerns, whose busi- 
ness reputations stand upon a 
dignified and substantial footing, 
seem to think that any kind of 
writing is good enough for busi- 
ness purposes. They make the 
mistake of undervaluing mere 
literature. No one will deny 
that this is worthless, merely as 
writing, but packed with ideas it 
counts for the creation of an 
atmosphere of good taste and 
honest intention, lacking in col- 
umns of the too prevalent badly 
digested and expressed = smart 
writing Business is a_ serious 
matter and it should be treated 
as such. No one has any confi- 
dence in the flippant man of af- 
fairs. You don’t know where to 
find him. Writing reflects the 
man. Its style is a subtle reve- 
lation of his personality and the 
quality of his mind. There are 
exaniples enough, known to every 
reader of this magazine, of adver 
tising that deals with the stalest 
of literary platitudes and whose 
whole tone is that of the sort of 
thing we have been accustomed 
to call “Sophomoric.” Pose *is 
just as evident in writing as in 
the individual, and it takes a 
mighty dull reader to miss this 
quality in much of the advertis 
ing that has a certain vogue to- 
day. It is too potently self con 
scious to be effective. We are ex 
panding, however, in the adver 
tising world as in other ways, and 
the man who can write good 
English and express, as daintily 
as possible, the value of the thing 
he wants the public to buy, is 
sure to be appreciated. Adver 
tising is not essay writing; that is 
too indirect and reflective for 
business purposes ; but there is 
no reason why advertising should 
not be written with just as muel 
regard for tone and good =u 
age Phe man who ean by hi 
writing convince the public of 


the sincerity and absolute trust- 
worthiness of the business he ex- 
ploits must believe in it himself. 
He must approach his subject 
with an honest intention. The 
writer with a literary training, ac 
customed to clothe ideas in ap 
propriate language, is more and 
more in demand as 2 necessary 
partner in good business mold 
ing. There is a growing reali 
zation of the fact that it takes 
careful thought and a just sense 
of the fitness of language to win 
distinction in the art of writing 
advertising. 
-— — +e --- — 
AIDING THE RETAILER. 

The Chicago-Rockford Hosiery Co. is 
sue a booklet called the **Crowd-Bringer.”’ 
It is a booklet giving a series of adver 
tisements of Black Cat hosiery for the 
use of retail dealers The advertise 
ments are prepared in handy form so 
it they can be torn out and _ pasted 
the copy. Each electro has a num 





ber and the dealer orders by number 
\ careful investigation will demon 
strate that nearly every manufacturer is 
in a position to duplicate this kind of 
work. They have cuts which they are 
pleased to send to retail dealers, as a 






rule, free of charge, and the more pro 
gressive manufacturers have a series of 
advertisements all ready for the dealer 
to tack his name on and insert in the 
local papers. This method of co-opera 
tion between the retail dealer and thx 
manufacturer benefits both It in 
creases the dealer’s sales on the good 
advertised and enables him to run first 
class advertising with good illustration 
Idvertising perience 








MAKE your advertising an investment, 
not a contribution.—Mississipti Valley 
Lumberman. 
>> 

E 


ILLUSTRATED XTRACT FROM 


TESTIMONTAL, 





I ALWAYS KEEP IT IN THE Lol 
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ESTIMATING. 

When you are going to have 

large number of catalogues, 
you needn't trouble about adapt- 
it g shape and size to stock sizes 
of paper, because it will be made 
to order for your printer by the 
mills. But if you are going to 
have a small edition, you can 
money by adopting a shape 
that will not “cut to 
waste.”” For instance, the shape 
1d size you fancy is about 6x7 
“regular”; that is, the short edge 
on the top of the page (when 
he long edge is on top it is called 
“oblong” ). 

The size of the complete cover, 
unfolded, will be 12x7. 

Cover papers generally run in 
two principal sizes of sheets, viz., 


Ss r 


nd size 


20x25 and 22%4x28%. To deter- 
mine whether a cover, size 12x7, 
will cut without waste from a 


rtain size sheet, you write down 
ie size of the sheet, and under- 
neath it the size of the cover, 
thus: 
Paper 20 x 25 
Cover 12x 7 
You then divide the cover fig 
into figures of the paper 
them, and write the quo 
underneath thus: 


ures 
above 
tient 
20 X 25 
2X 7 
rx 3 
Multiply the two quotients and 
have the number of 


you covers 
that can be cut out of a sheet: 
20 X 25 
2x 7 





Quotient 1 x 3—3 covers to a sheet. 
lo find the waste, multiply the 
two remainders together, thus 
I2 goes into 20 once, and 8 over: 
7 goes into 25 three times, and 4 


over ; 8x4 equal the size of the 


sheet wasted. 

But wait ; perhaps by turning 
our cover around, we shall have 
less waste. Let us see :— 

20 X 25 
nade 
2x 2-4 

You see we get one more cover 
to the sheet, and a sheet of waste 
measuring only 6x1 

Now, to cut the waste down 


still more, we can cut down the 
size of our catalogue if we like. 
Suppose we make the page 6x6%4 
equal to 12x6 1-4 unfolded cover, 





what then? Why, here we have 
the sum 
20 X 25 
6% x 12 
3x2 


equal six covers and only a sheet 
of 1%4x1t of waste, which is 
about the minimum we can have, 
because a certain amount must be 
allowed for ‘“‘trim.” 

Evidently this is the best thing 
to do, unless the larger size is 
absolutely essential. 

In regard to “trim.” After 
the covers are wrinted, cut out 
of the sheet and bound, the rough 
edges that necessarily come from 
all this handling must be trim- 
med down. With an _ ordinary 
catalogue, 1-4 inch trim to top. 


and sides and % inch on_ the 
bottom is generally sufficient, 
sometimes 4 inch all around is 


enough. 

In order to figure out the 
size sheet required to print with- 
out waste the body of a cata 
logue, we proceed follows: 
Let us say that the size decided 
on is 6x7 (open regular), and the 
number of pages 16, to be print 
ed from one set of electros. 

The form being arranged ina 
square, with four pages side by 
side, and four end to end, you 
multiply the size of every page 
each way by 4, after adding 4% of 
an inch to each side for trim, 
and you get the size of the sheet 


as 


required. Thus 
6+%x7+%+K%=64 x7% 
4X4 
25 30 
The minimum size of sheet re- 


quired is, therefore, 25x30 inches. 

We have now got through the 
preliminaries. We know _ the 
shape and size of our catalogue, 
how many copies, and how many 
pages. We have next to con- 
sider stock and binding. 

The question of paper is so im 
portant that it will be considered 
under a separate chapter. 

In regard to binding, the vari 
ous methods most adapted to 
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commercial books and catalogues 
are, in the order of their ex- 
pensiveness : 

Wire stitch through cover 
(saddle stitched). 

Body wire stitched, and cover 
pasted (side stitched). 

Thread stitched through cover. 

Silk stitched, single or double. 

Perforated, and tied with rib- 
bon, or cord. 

Saddle stitch is generally the 
best, when the cover is not to be 
pasted or when there are not too 
many pages. Saddle stitching will 
allow the book to open flat, while 
side stitching will not. 

When there are more than 
about 64 pages, side stitch is 
gencrally necessary, for the reason 
that in folding a book for saddle 
stitch of a large size the thick- 
ness of the back pushes the in- 
side pages farther out than the 
outside pages, and, as a conse- 
quence, in trimming, the margins 
of the inner are smaller than 
those of the outer sheets, giving 
the book a very inartistic and un- 
tidy appearance. 

Single or double silk stitch are 
rather expensive methods of 
binding, as is also binding with 
a ribbon or cord ; all three are 
done by hand, and they are, 
therefore, only adapted to books 
of comparatively limited circula- 
tion. Double silk stitch is used 
in place of single stitch when, 
from the size of the book, it is not 
considered that single stitch will 
hold it.—/nformation. 


slain 
Tue children of African parents may 
be called colored supplements. 


IN A WINDOW. 


“IT got up a novel window display a 
few weeks ago,’ said H. H. Ocks, of 
Mount Carroll, Il, ‘that not only made 
my store the talk of the town but of 
the county and surrounding counties as 
well. I sought a couple who were 
about to embark upon the sea of wed 
ded bliss, and induced them by gifts of 
various wearing apparel to stand up be 
fore an admiring crowd in my store 
window, and start married life with the 
well wishes of the town. Besides of 
fering the couple what I could from 
my stock I induced the grocer to do 
nate. The meat market man gave five 
pounds of meat, the livery man fur 
nished a rig which drove the happy 
air to the railroad station, the drug 
gist agreed to give prescriptions free for 
a month, during which time a_ physi 
cian gave his services. A year’s sub 
scription to a county paper was donated, 
and the photographer took their pictures 
gratis. The agent of the railroad gave 
the young things free transportation on 
their honeymoon trip, and so on almost 
without limit. \ street fair was in pro 
gress the day of the wedding, and an 
immense crowd witnessed the marriage 
A few days before the event I had the 
couple photographed, and the pictures 
reproduced in half-tone on a souvenir 
card, which I gave away during the day 
That mariage in mv store window will 
be one long day to be remembered. It 
was a remarkable success, and took wit! 
the townspeople and country folk as I 


had no idea it would. The ceremony 
was performed by a local judge, and the 
editors of the local press acted as wit 


nesses. A good brass band kept thing 
lively from start to finish.’’—Chicag 
Dry Goods Register. 
_— 
THE DELUSIVE DODGER. 

Speaking of methods of advertising 
an exchange says, with truth, that “th: 
dodger, nine times out of ten, stops at 
the front door, while the newspayx 
finds its way to the dining-room or par 
lor and enters right into the bosom 
the family.”” It may be said that th: 
dodgers or handbills rarely reach the 
front door, so negligent of duty are 
most bill distributors. The surest w 
to advertise, as to good results, is 
the local paner with the largest circ 
lation Naples (N. Y.) Record. 


ADVERTISING MANAGER INDIANAPOLIS PREss, CITy. 


Dear Sir—* * * Referring to advertising, THE Press 


is a hummer for quick returns. 


We consider your paper one of 


the very best, and it is second to none other as an advertising 


medium. Our display advertisements during the entire season 


have brought us direct returns to a surprising number. 


Yours very truly, 


INDIANAPOLI: 





TENT 








AND AWNING Co., 


20 8. Alabama Street 











et be wl, ath ot. st. 





PRINTERS’ INK, 15 


CHINESE NEWSPAPERS. 

The oldest paper in China, and 
probably in the world, is the Pek- 
Gazette. It publishes official 
notices and gives some news, but 
without comment. It dates at 
least seven hundred years back. 
\ study of its columns reveals bet- 
ter than anything else the official 
corruption of China, for the pun- 
ishment of corrupt mandarins, as 
related in the news columns, is 
ridiculously inadequate. All other 
Chinese newspapers are published 
in the treaty ports. The reason is 
obvious. Under the protection of 
the foreigners the publishers and 
editors are secure from prosecu- 
tion. Many of these papers have 
foreign contributors, and some 
have foreigners as “dummy” edi- 
tors, to prevent interference. The 
Shen-Pao (Shanghai) is the most 
important. It combats corruption 
and abuses of all sorts, and is very 
influential. More than once it has 
done much to lessen the applica- 
tion of the torture in Chinese 
courts. Its collections for famine 
sufferers, etc., are always success- 
ful. More than once the viceroys 
have tried to suppress it. The 
viceroy of Cheh-Kiang, whom the 
paper once attacked, complained 
to the Tsung-li-Yamen. But the 
Foreign Office confessed itself un- 
able to suppress the paper. “ More- 
over,” said Prince Kung, “it is 
very interesting. We read it our- 
selves here in Peking.” Even the 
Empress is reported to taste of this 
forbidden fruit. 

\dvertising is carried on to a 
great extent in the Chinese papers, 
for the Chinese have not been slow 
in discovering the value of this 


ing 
g 


method of improving bus-ness 
The foreign news is meager. The 
“answers to correspondents” are 
important and very interesting, 
and the local news is extensive. 

Some of the Chinese papers are 
very decided jingoes, and the pres- 
ent troubles are doubtless in part 
due to their efforts. As Hetzers 
these Chinese editors have few 
equals, although they live under 
the protection of the foreigners. 
They teach their readers to regard 
everything Chinese as the best, 
and to look upon everything for- 
eign inferior. During the 
Franco-Chinese war these jingoes 
were in their element. They de- 
scribed battles which had never 
taken place, and invented Chinese 
victories and deeds of prowess. 
The “barbarians” and “foreign 
devils” were, of course, ulways 
beaten. Nobody showed real cour- 
age except Chinamen. To in- 
crease their influence and circula- 
tion the Chinese editors do not 
scruple to pander to the overween- 
ing self-esteem of their readers. 
On the other hand, they managed 
to obtain liberal contributions 
from their subscribers, those resi- 
dent in foreign countries being 
most willing to assist the govern- 
ment with funds.—Berlin Tag- 
lische Rundschau. 


as 


THE SMALLER PEOPLE. 

There are many hundreds of articles 
that could to-day be profitably advertised 
with comparatively small appropriations, 
the owners or manufacturers of which 
are continually complaining that they can 
make no headway against the larger 
combinations of capital. A judicious 
appeal to the popular judgment in a 
carefully planned advertising campaign 
would constitute, as it almost invariably 
does, a positive insurance of growth and 
success.—Publicity. 


OSCR EEC ROR RR RO BBE i ie ge 


% 
¥ 


copies and quote prices. 


: Ht Chis Office 


10 Spruce Street, New York, THE GEO. P. 
ROWELL ADVERTISING AGENCY keeps on file the Lead- 
ing Daily and Weekly Papers and Monthly Magazines; is author- 
ized to Receive and Forward advertisements at the same rate 
demanded by the publishers, and is at all times ready to exhibit 
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TAILOR _TALK 


Under the name “Sartorials,” 
FR. Smith, a maker of men’s 
clothing, of Hamilton, Ont., issues 
what he calls “a word and picture 
sketch of a gentleman's ward- 
robe.” From much _ interesting 
talk and = pictures, the Little 
Schoolmaster extracts the follow 
ing: 

“New 
ly ready 

to do 
tailoring 
the fitting 
teing partially 
he done over, 
shing touches’ 
ince with each 
ments 

Most men 
“ready-made” or 
former beine the 
produced by cheap labor, 
the best the merchant 
duce regardless of cost. 

“New Standard” clothing 
then, fills the wide gap 
two extremes. Canadian business 
have had a deep-rooted grudge 
ready- made clothing—and with 
good reason. “New Standard” cloth- 
ing is now _ being worn by these 
very men. The record of the past 
two years proves what an = open 
ing there was for somcthing _ bet- 
ter than the ordinary ready-made cloth- 
ing and something more reasonable in 
price than merchant tailored clothing 

In American ties ready-made cloth- 
ing is largely worn by the class of men 
who, in Canada, get their clothes made 
xy merchant tailors. The difference is 
not in the taste of the men-—-it’s 1n the 
clothing. The standard of Canadian 
ready-made clothing has not been Ingh 
enough to merit the patronage of men 
who are careful and tasty in_ their 
dress. There is no reason why it 
should not be. 

Perhaps 
tions to 
atter a 
its 


partial 
economy 


Standard” clothing is 
made for the sake of 
away with unnecessary special 
and also to enable us to do 
and finishing on short notice. 
unmade no work has to 
and the fitting and “fin 
* are exactly in accord 

individual’s require 


clothing as either 
order,’ the 
that can be 
the latter 
can pro 


think of 
“made to 
cheapest 
and 
tailor 


you will 
see between 
these 
men 
against 


the greatest objec 
clothing is that 
wear it begins to 
shape and fresh appearance; 
this, of course, is the result of infe- 
rior make up—cheap labor. 

The staying 
struction of “New 


one of 
ready-made 
few days’ 


lose 


unseen inner con- 
Standard” clothing 
is equal to the average merchant tail- 
or’s ratatiane, and that is why the 
prices are a little higher than ordinary 
ready-made clothing. 

The lowest priced “New 
suit for men 1s $7.50, and the same 
guarantee is given with this suit that 
is given with the higher priced lines. 
This is the lowest price that a suit can 
he produced for and _ safely age by 
such a guarantee as is given with ““New 
Standard” clothing. (See page 3.) 

Every yard of material is inspected, 
and nothing but good goods is made 
up; that is why I can afford to give 
such a strong guarantee with every 
garment bearing ‘“‘New Standard”’ label. 


and 


Standard” 
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the guarantee I 
Standard”’ garment: 
GUARANTEE 

I hereby promise to 


give wi 


This is 
every “New 


keep this gar 


ment, bearing the label “New Stand 
urd,’ pressed and in repair, except 
when torn by accident or otherwise 
damaged through the carelessness of 
the wearer, for the period of six months 
from date of purchase. 

The materials used in “New Stand 
ard” clothing are thoroughly sponged 
and shrunk before going on the cutters’ 


guaranteed against 
kind 
* x. SMITH, 


5 King St. Ez 


fully 
anv 


tables, and are 
imperfections of 


ist, Hamilton. 

Long-legged and long-armed men will 
find in *“‘New Standard” clothing what 
they have been unable to find in other 
clothing; that is, the legs of the trous 
ers and the sleeves of the coats are left 
long and not entirely finished, but 
merely basted, to be finished after the 
right length is tound. This will admit 
of a perfect fit in these two essential 
points, and my tailors are always here 
to do the finishing as soon as your se 
lection is made—takes from one to 
two hours. 

If all men were of the same build, 
“ordinary ready-made” clothing wouu 
cover the ground, but they are not all 
the same build. There are stooping 
short, tall, slender, stout, tall and port 
ly men who have to be fitted different 
ly ‘New Standard” clothing is made 
to fit these men, anu that it is why it 
is being sold to men who never before 
bought ready-made clothing. 

+o 

No other advertising has stood the 
test and brought immediate returns 
like advertising in the daily newspapers 


thousands of dollars snent in 
atchpenny and handbill methods were 
judiciously invested in daily papers 
there would be few people to say, “I 
have tried advertising and it does not 
pay.”’—Harry C. Milholland. 
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FOR INFANTS AND CHILDREN. 
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A Few Moments Well Spent. 


One of our secrets in being able to give you bargains is 
because we solicit trade from only such firms as have a certain 
rating. Other Cloak Houses sell to everybody and consequently 
suffer losses from bad debts. 

Who pays for it? 

Think for a moment and answer this question yourself. 

According to Bradstreet’s the total failures in all trades in 
the United States and Canada for 1899 were 

10,948 
of these 10,234 (93% per ct.) did not have the rating we require. 

Only 714 (6% per ct.) who had such rating as we demand, 

As this represents all trades it is safe to assume that the 
number of those in the Dry Goods business was less than 100 
and not one was on our books. 

Always remember that when you buy goods from us you 
pay for what you get and not for what others get. ies 
































NATHAN SCHLESSEL, Z-. 
132 and 134 Greene St., New York. le > 0 
= 
NOT A BAD ARGUMENT. slip? It is sent to those people that we 
New York, Oct. 6, 1900. solicit trade from, and they are all 
rated a certain amount or more 
: r of Printers’ INK : Yours truly, H. H. Moss, 
What do you think of the inclosed Advertising Manager. 
IN OKLAHOMA. IT IS COPYRIGHTED. 
litor of Printers’ INK: Office of 
lhe most successful firm in Guthrie, LYMAN D. Morse ADVERTISING AGENCY 
()klahoma, in the dry goods line, is that New York, Oct. 6, 1900. 
Ramsey Brothers, who have recently Editor of Printers’ INK : 
ised a fine new set of store rooms We thank you for the kind quota 
(in Thursday, October 4th, the large tions from our “Agate Rule” that ap 
splay window was open to the gaze of pear in a recent issue of PrInTERS 
e passing throngs, and in it was seen’ [wk. 
e of the finest displays of agricultural In your statement (page 17, Oct. 3 
f products to be found in the West, begin- jssue); that the “Alphabet could be 
1 with the modest sweet potato, and used for other business,”” we presume 
going down the line of fruits and veg- you intended to convey the idea that 
etables until it reached the cereals and jit would also be applicable to other 
cotton, which produces the wealth of businesses, if we should consent to such 
the Territory The object of this dis- use. The ‘Agate Rule” and all its 
y was to advertise the harvest sale contents are entirely original writings 
beginning Monday, October 8, and run- of this agency, and are protected by 
ning for a week, and numerous cards copyright. Yours very truly, 
nnouncing this fact were seen min Lyman D. Morse ADVERTISING AGENCY. 
i gled with the display of produce. The = po 
; ount of attention attracted can hardly GREEN MOUNTAIN INGENUITY. 


estimated by one who has not seen a 


. Ss " s g or 
milar display. The fruits of husband St. Jounssury, Vt., Oct. 6, 1900 
4 c tye . py > ° 
are always a source of interest to the Editor of PRINTERS’ INK : 
man family, and, aside from this fact, St. Johnsbury is a place of about 


unusual sight of a dry goods store 8,000. Clark, No. 26 Eastern avenue, 
playing these articles was sufficient to is one of its photographers. In front 
ttract more than a passing glance, and of his place he has a glass case con- 
1! who gazed in the window would read taining photos *Ordered but not paid 








placar« hese articles were se- for,” taking care to put them “upside 
red from the recent agricultural exhi- down" in the cabinet, which does not 
tion of the Territorial Fair Associa hinder everybody in town from recog- 
and consequently were the finest nizing the photo. At present a prom 


the kind to be secured in the county, inent society young man’s photo is 
ich was an additional cause for com- turned upside down--yes, six of them 
t 


n Forrest McKINLey. and everybody in the city is talking 
— about it. H. C. Parks, of Boston. 
THE GREAT TROUBLE. ons sake nee 
The great trouble with the average NATURAL ADVERTISERS. 
lvertiser is impatience. He expects If advertising men will study the 


cast his bread on the water to-day methods of the men who dispose of 
nd see it come floating back to-morrow goods on the sidewalks of the cities 
with butter and sugar on both sides. some valuable pointers can be picked 
Agricultural Advertising. up.—A dvertising World. 
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THINKS IT ATTRACTIVE. 


New ArtuHens, IIl., Sept. 29, 1900. 
Editor of Printers’ INK: 
Isn’t this an attractive and appropri- 
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ate illustration for a half 
a trade paper? 


Fraternally, Jno. W. Wurecanp 





INCREASING STORE SALES. 
Office of 
LEVINSON. 


















NEWMAN AND 
San Francisco, Oct. 2, 1900. 
’ f PRINTERS’ INK: 

I wish to bring to your notice the 
method we have employed to induce 
people to buy their gloves ym ous 
and increase the sales in our glove de 

tment, considered the largest and 
10st complete on the Coast I inclose 
a all check; the number thereon, 32.,- 

90 vs the amount we have given 
u inaugurated this system 





with each purchase of a 


32090 


THIS CHECK 
PAYS FOR CLEANING 


ONE PAIR KID GLOVES. 


_ O\Guraon Sfowmon 








pair of kid gloves of $1.25 and over, 
one check entitling the bearer to have 
any pair of gloves cleaned once free of 












charge iese checks are presented 
when the > call or, assuring 
then f vork as if 
\s there 

i iat do their 

cle that wear 

lack or and to treat 
ese in accept ) 
unu sed « pavment for 
nai Che advan 

t f s vile Ivert t 
crease ¢ r iles second 

east e cleaning S glove 





several times be 


1, the 


metimes tleaned 
are purc 


are s¢ 


fore new ones hased; 


possibility of sales in other department 


20 CHECKS PAY FOR 


ONE PAIR $1.50 GLOVES 


aati J\Gumon and 
t 


gloves left to be 
called for al 





ROT 


when are cleaned an 
ifterwards 


é vr 
respectfully, si 





ours 
With Newman & Sar 
Francisco 
+e 
If HAS HELPED HIM 

MaGno.ia, Ohio, Sept. 29, 1900 
Editor Printers’ INK: 

As you will note by the folder 


am in the mail-order book bu 


closed, I 








iness, and it is due you for me to s 
that I owe much of mv success durit 
the exceller 

suggestions 
al May. it eve 

M. L. Hime 





CHANGING TIMES. 


THE , 
Keep pace with the times and change 
your advertising to fit changed condi 


tions. The advertising method that 
brought favorable results last year may 
fail to bring results this year; the med 

um that pulled well six months ago may 
not pull at all now. This is an ag 
of phenomenal changes and the advert 

er who blindly adheres to methods that 
brought success twenty years ago, 1s n 

getting the full value of his appropri 

tion.—Kalamazoo (Mich.) News. 
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WHAT SOME PUBLISHERS ASSERT. 


** 7 said in my haste all men are liars.” —?salm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


e can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 


What the publisher 
It is his privilege to praise his own 


aper all he likes, for what is wanted is what can be saia in its favor. What 
he does say, however, ought to be true—adsolutely. 


ALABAMA. 

Birmingham (Ala.) Age-Herald (1). 

Not only claims, but has the larg- 
est circulation of any daily in the 
State, and is the only paper in Ala- 

ima appearing before’ the public 
even days in the week, or three hun- 
lred and sixty-five days in the year. 
Its circulation is not confined to Ala- 

ima alone, but reaches out into and 
far beyond all adioining States. As 
an advertising medium—well, it’s the 
best—that’s all. 

ARKANSAS. 

Little Rock ‘Ark.) Arkansas Culti 
gator (1).—Down in Arkansas the 
farmers and planters have awakened to 
the needs of modern agriculture. Tuney 
are buying everything that’s needed on 
the farm. You can reach the best of 
them through the Arkansas Cultivator. 

CALIFORNIA, 

San Diego (Cal.) Union (1).—Note 
these points before advertising in 
Southern California. The Son Diego 

nion, daily, Sunday, weekly, is the 
only daily newspaper with full press 
report, published in a_ region larger 
than the combined States of Massa- 
chusetts, Connecticut, iwew Jersey, 
Delaware ar 1 Rhode Island. It isthe 
only morning new.naper published in 
San Diego. It is the only seven-day 
paper in the city. It has the onty 
Sunday paper in the city. It has the 
only perfecting press (20,000 _ per 
hour) and battery of linotype § ma- 
chines in San Diego. Its circulation 
is conceded to be several times larger 
than that of any other daily in the 
State, south of Los Angeles. It re 
ceives the full report of the Associat- 
ed Press, which comes direct to the 
fice over the Uniton’s leased wire. 
It is one of the oldest newspapers on 
the coast, reaching a_ clientage of 
readers whose patronage is especially 
desirable, being the only first-class 
daily published in the city, as a com 
parison with others will prove. inis 
counts for much. No other city and 
county in California are so thorough- 
ly covered by the circulation of one 
newspaper as the city and county of 
San Diego are by the Union. 

San Francisco (Cal.) Bulletin (1). 





EXPLANATION. 
1) From | pene matter emanating from 
the office of the paper and used in connec 
tion with its correspondence. 

2) Extract from a letter or postal card. 

}) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

4) By word of mouth by a representative 
of the paper. 


—Bona fide circulation of a newspa 
per is a subject of vital importance 
to advertisers. The Bulletin guaran 
tees the figures given out by it, and if 
they are found to be overstated it 
agrees to forfeit the price of the 
space contracted for. In August the 
daily average circulation reached the 
highest mark in the history of the 
paper, 454404, and its books are open 
to prove that it has the largest city 
circulation of any newspaper publish 
ed here. No other daily naper in San 
Francisco dares to show advertisers 
its city subscription list. 
DISTRICT OF COLUMBIA, 

Washington (D. C.) National Tri- 
bune (1).—The best patronized na- 
tional weekly in the United States by 
advertisers—always pays them. Over 
100,000 copies every issue. If you 
are not in it you should be. Any gen 
eral agent will quote rates and place 
your order, or address the National 
Tribune, Washington, D. C. 

FLORIDA, 

Lake City (Fla.) Citisen-Reporter 
(1).—Consolidated as the Citizen-Re 
porter August 24, 1900. The official 
organ of the town of Lake City and 
Columbia County. Advertising rates 
reasonable and quoted upon application. 
Circulation: 1,000 bona fide subscrib 
ers. 

Titusville (Fla.) Indian River Ad 
vocate and East Coast Chronicle (1). 

Circulates in all places on the East 
Coast between Jacksonville and Key 
West, and among merchants, orange, 
pineapple and vegetable growers. An 
excellent advertising medium for hotel 
proprietors. Has subscribers in near 
ly every State in the Union. 

GEORGIA, 

Athens (Ga.) Southern Farmer (1). 

Read by the thrifty classes of the 
South and  Southwest—the people 
whom the ceneral advertiser wishes 
to get in touch with in order to dis- 
pose of his voods, 

Atlanta (Ga.) Journal (1).—Is a 
result-bringing medium for advertis 
ers. Prominent advertisers pronounce 
it the best mail-order medium in the 
States of the South. It has been 
printed for seventeen years, and 
has always enjoyed a_ splendid local 
patronage. ‘Ine home merchant knows 
and appreciates the Journal as one of 
the best. 

ILLINOIS, 

Chicago (Ill.) Breeder's Gazette (1). 

We publish just enough papers each 
week to send one to every regular 
cash paid subscriber. For the last 
thirteen weeks it has taken an average 
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f 41,080 Since the Gazette costs $2 
year, and since people buy and 
for it in the quantities indicated 

above, its clientage may be accounted 

the best in America 
LOWA. 

Des Moines (la.) Farmer's Tribune 
(1).—Now reaches nearly 40,000 of 
lowa’s most prosperous farmers. It 
represents a smooth road to the lowa 
gold mine. Now 1s the time to get 
aboard. 

Des Moines (lowa) Jowa Homestead 
(1).—-The best circulation an advertis- 
er can buy is that acquired purely by 


subscription, obtained entirely upon the 
merits of a publication, without the 
assistance of any catch-penny scheme or 


by any premium. Combir this with a 
large measure of circulation at a reason 
able rate per line and you have what 





consider the best 
the character of 


advertising authorities 
circulation. This is 
circulation you buy to reach act 
ual subscribers, at a reasonably rate 
in the / Homestead. 

LOUISIANA 


low 








New Orleans (La.) Young's Maga 
sine (1).—Every edition 25,000 cop 
ies. All returned unsold copies are 
mailed as sample copies. Excepting 
the morning papers, “oung 's 

is the only New Orleans 
handled by the American 
mpany 
MAINE, 








(Me.) Kennebec Journal 
(1) Called **Kennebec”’ because it 
‘ rs to the interest of the entire 
Kennebec Valley——maintaining offices 


ind editors in Gardiner, 


Hallowell and 
Waterville, as 1 Aug 
\ three-cent dail h 
The only daily 
The Ww eekly has 





circulation in 
Counties. 
MASSACHL 
Boston ( Mass.) 
»der (1).—It 
best Prominent 
tinue with us year after year 
monials and sample copies free on ap 
plication. 
Boston 


1me an 
buyers of 
advertisers con- 


Horse 


Bree reaches 





class 


(Mass.) F 
Reaches families ) who 

to spend; who are buyers of 

things to eat, drink, wear and in 


rm-Poultry (1) 





lu 


their tastes. There is not a paper of 
any kind anywhere which has a 
stronger hold upon its readers There 
is none more carefully reaa. There is 
none that carries a better line of ad 


vertising or that gives better results, 








or that will take better care of your 
advertising. It is recognized every 
where as the leader Sample copy 
and rates sent for the asking 
MICHIGAN 

Detroit ( Mich.) Vichigan Farmer 
(1) Is the only agricultural or live 
stock paper published in this at 
State and reaches most of the best 


farmers. It has made a net gain of 
more than 10,000 actual paid-in-advance 
yearly subscriptions and a gain of 75 


during 
evidence that 
their business 
find results 

News (1).—Write 


per cent advertising 
the past year, which is 
advertisers nlacing 
they are sure to 


( Mich.) 


space 





are 
where 


Flint 








K. 


us and we will send a detailed state 


ment on oath of the circulation of 
the Datly News for every month of 
goo up to date \verage for the 
ast six months 2,025 daily. 

NEW YORK, 

Albany (N. Y.) Country Gentleman 
(1) It is not an exception lly good 
medium for the man with a catch-penny 
scheme. It does not go to that kind of 


people. It appeals only to intelligent, 








thinking men. \dvertise.s who have 
articles of real value find it an un 
usually profitable medium because it 
reaches only business farmers—men 
who do not waste their time nor the ad 
vertisers’ time in writing letters for the 
fun of it It brings business——not 
simply inquiries. 
NORTH CAROLINA 

Charlotte (N. C.) News (1).—The 
Vews leads all North Carolina after 
noon papers the Times-Democrat all 


semi-weeklies in circulation and ad 


vertising patronage. rhe ews has 
the largest circulation in the best city, 
largest circulation in the best county 


in the State. 
PENNSYLVANIA, 
Columbia (Pa.) News 
tising in the daily News 
results. The .\ews has 
culation than that of 
Columbia papers 
Harrisburg (Pa 


(1).—Adver 
ilways brings 
ger cit 


larg cir 
the other 





ng Patri 











(1).—-An__ old-est news 

paper, brings good ts to advertis 

ers for the reason that it is conserva 

and its columns are carefully 

It maintains the confidence 

reliable citizens of the capital 

and is the only morning news 
paper in that city 

Philadelphia (Pa.) Church Standard 


(1) 


the circu 
id, which 
nion, and 
been ver 


During the last year 
lation of the Church Stan 
covers every State in the t 
the countries beyond, 





has 








largely increased. There is _ stead 
gain from week to week, and effort 
in this direction are being extended 
The Church Standard fills a unique 
place in American church life. It i 
the oldest publication of the church 
It is also its most influential organ 
These are not o words. The testi 
mony is that of the Fathers of the 
Chur« supplem nted_ by the ever 





readers 


circle of « 





widening 





SOUTH DAKOTA 

Aberdeen (S. D.) Dakota Farn 
er (1) The best printed, _ liveliest 
edited farm paper west of Chicago 
Circulates in the two Dakotas. Doesn't 
solicit a subscription outside these tw 
States but gets all worth going afte 
here. Look over a sample copy of our 
paper and consider these facts 

Sioux Falls (So. Dak.) Successfu 
Farmer (1).~Reaches over 13,00 


farmers, stockmen and dairymen, all of 


whom have money with which to buy 
anything they see that appeals to ther 
in the Successful Farmer. 


WISCONSIN 


Milwaukee (Wis.) Sentinel (1) 
The only morning daily (English) i 
Milwaukee. Has filled this Milwauke: 
field solidly for sixty-two years I 
almost a monopoly of State circul 


tion, 








PRINTERS’ I 


THE NEW JOURNALISM 
Phe only journalism that is making 
ny headway is the independent press 
ot independent in the sense of having 


simply crack 


up, as at the 


fixed principles, or of 
heads when one pops 
yonnybrook Fair, but independent in 
ts financial circumstances, and its men 
l and moral equipment, owing no man 
ervility, and needing only the favor of 








e public and the encouragement of a 
lear conscience For years now the old 
k and thin party organ has been 
g; its circulation has been dropping 
ff; its business has been decreasing; 


ts spirit has been flagging, and, because 
f the wide increase in education and 
iblic spirit and personal capacity, the 
field for it has shrunk until little is left. 
Indeed, for most practical purposes, 
e thick and thin party organ is dead. 
\nd with its passing the right kind of 
newspaper enters a larger and more glo 
era than any hitherto known in 
e world’s history. In the transition 
rom one form to another the press 
bly lost some of its power, but, as in 
evolution, that was unescapable. The 
great thing is that it is getting back all 
ts old influence, with a certain modern 
ynamic energy auded, so that the news 
aper never so powerful as it is to 
iy—the independent newspaper, of 
surse —and to-morow will find it strong 
than it has been since journalism be 
in. — Philadelphia North American. 
ee 
ANT AND 
The constant advertiser has this 
intage over the occasional one: 
is not dropped the thread of his 
and does not have to pick it up 








ous 


pos 


ASIONAL. 
ad 
He 


dis 


CONST OCC 


surse, 
fhe occasional advertiser must employ 
rinter s ink lavishly just to re-establish 
mself on the footing that he occupied 
fore he withdrew from the field; he 
ust regain the ground that he has lost 
efore he can continue. Here that trite 
ut wonderfully expressive proverb sug 
vests itself: “Constant dropping wears 
e stone.” Unremitting advertising, 


lvertising pursued methodically day by 


lay, week by week, month by month, 
in the end less expensive than by 
dvertising occasionally, in fits and 
irts, “by  seasons.”’ Narrow-minded 
nd uninformed persons declare adver 
sing the year ’round to be “money 
vasted;”’ those who can judge know that 
t is a golden investment.—Clothiers 
1 Haberdashers’ Week 
<o 
NOT A GOLD MINE 

\s a general thing newspaper men 
nd advertising solicitors are too posi 
ive in their assertions that advertising 
ays, and in consequence, the inexpe 


impression that 
undeveloped 
the glowing 


ienced too often get the 
the advertising field is an 
old) mine \ccording to 
iccounts of some of these solicitors, it 
vould be an utter impossibility for any 
to fail in the advertising business \s 


i matter of fact, it is easier, perhaps, to 


fail in advertising than it is In any 
ther business. To succeed in store 
keeping one must know something of 
storekeeping. To succeed in advertising 
me must know something of advertis- 


ing.—Mail Order Journal. 
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THE ALARM ¢ 
When you first take he 
huckle to your 
alarm is leud 
and that you 
othce again account of 

The first morning 
mornings, perhaps, it works 
but after that you do 
and sleep on as 


LOCK 
me ilar 
think 
ake 
never he 


you « elt and 
that the 

the dead, 
late to the 
oversleeping. 
two or three 
like a charm, 
hear it at all, 


enough to w 
will 


on 





serenely 


as before. It’s the same way with an 
ad. It works the first time all right 
if it is sufficiently loud and _ strong 
enough, perhaps it will work a time ort 
two more, but after that the public 
sleeps on as serenely as before Make 
it say a different thing each time and 
watch the result Brains 


+> 
Classified Advertisements. 
Advertisements under this head two linesor more, 
without display, 25cents a line. Must be 
handed in one week in advance 
We AN 1 s 


\ DVERTISE MENTS for the 
4 Charleston, 8S. 


EVENING Post, 


QOL ICIT« KR Onsalary. Mail order mo., 100,000 
— copies. “L.C.F.,” 120 Main St., Waterville, Me 
DVERTISEMENTS for the paper with largest 
local circulation in Charleston, 8. ¢ THE 
EVENING Post. 


| IGHEST GRADE 





adve ce ae oe all kinds pre 
pared and pieced. ee oon 
and prices. RUSSELI HENRY RAMSE ¥. 1 
Glenolden, Pa. 





y oon man, exp’d and reliable, wants on 
liberal terms a paying county seat Rep. or 

inea pendent weekly paper. Address * L. F.,” 
‘are Printers’ Ink 

| WILL give four yearly 

PRINTERS’ INK for each new 
vertised on page 28this issue. J. 
last 79th St., New York 


\ ’ ANTED—To 

farm paper 
asked. No better 
hustler, E. E 


\W ANTED position as business or advertising 

manager. ave record on'circulation and 
advertis sins r. was ill go West or South Best refer 
ences. * MANAGER,” care Printers’ Ink 


WANT to take charge of the 
some store. In most cases I be > Tecan get 
you better results and save amount of me salary 
Lest references. ‘* DISPLAY,” Printers” Ink 
I YUBLISHERS who accept merchandise in pay 
ment of advertising can dispose of same for 


eash at highest market prices by addressing H. 
M. RICH & CO., Auct’rs, 9 Franklin St., Boston 


INGLES—Advertising jingles for all trades 
° That is my specialty, They are the pithy 
pointed, practical kind, and are profitable at the 
price. JACK THE JINGLEK,” 10 Spruce St N.Y. 


( RDERS for 5 line a ivertisements 4 weeks $10 
in 100 Illinois newspapers ; 100,000 circ ula 
tion wee avi ; other Western weekly papers same 








subscriptions to 
style coupon ad 
MADISON, 134 





sell at low figure a growing 
property worth double pric« 
opening in the South for a 
ADAMS, Lebanon, Tenn 





ahvertictng of 















rate are on application. CHICAGO 
NE vsP \P ER UNION, 10 Spruce St., New York. 
\V ANTED Thoroughly competent man to 
travel in Michigan as solicitor for oanerm 
printing and blank- wes work. Must be veri 
enced and have practical knowledge of che’ yusi 
ness. ROBT. SMITH 'P RINTING CO., Lansing, 
Michigan. 
\ TANTED by prominent weekly trade paper, 
writer and ad solicitor like Gude ~! N. ¥ 
Tribune (see PRINTERS’ INK, Oct. 10, pag To 





uch party steady position at good wage iow oe 
Submit samples and references. Address“ A. B 
C ,” care Printers’ Ink 


7 VERY business man his own collector by us 

4 ing our series of * Detective Service ” letters 
strictly legal, highlyjsatisfactory, quickly return 
ing many times their cost. Fifty in a neat pad, 
$1. Address THE CRI ErOR" S GUIDE 9 Sher. 
man Ave., Glens Falls, N.Y, 











22 





— ALD’S NEWSPAPER MEN’S EXCHANGE 
recommends competent rep’rs,editors & adv’ 
mento publishers. 1CedarSt , Springtield,Mas 


PARTNER WANTED-—Will sell whole or half 
interest in my monthly trade paper to right 
party. 10,000 circulation, big advertising pat 
vonage, paper making money and business grow 
ing constantly. I have other interests and part 
ner would have entire management of business. 
Address * 534,” care Printers’ Ink 
— al 
PHOTO ENGRAVING. 


ENGRAVING Cco., 61 





fe STANDARD Ann 
St., New York. 

COIN CARDS. 
=? ver 1,6 for more; any printing 
>. HE STATIONERS’ MFG. CO., Detroit,Mich. 


oo 
AND ILLUSTRATIONS 


, Wood Engravers, 10Spruce 
Service good and promps. 


ILLUSTRATORS 


H. SENIOR & CO. 
St.,New York. 





ARTISTS. 
[ INE drawings, ads, illustrated copy work, 
4 ete. FRANK MERRITT, 367 W. 35th St., N.Y. 


HALF-TONES. 


YERFECT copper half-tones, 1-eol., larger 
EN 


l0ec per in’ THE YOUNGSTOW Rs ‘jag 
GRAVING CO., Youngstown, Obic 
oe +o 
PENS. 


7 FFSEY FALCON PENS are highly tempered, 
which Eras pas weer. Gross $1. Sample 
box We. THE P2 , Red Bank, N. J 


~~ 
POSTAL CARDS BOUGHT. 
‘ANCELLED printed or addressed 
ards a stamps bought for cash 
M ANU F ACTURING CO., 614 Park Row Bldg..N 
SPECIAL REPRESENT ITIVE, 
La co STE, 
8 Park Row, 
for 


vostal 
31 eS 


ae 


special re pre sentative 
papers. 


New York 
leading 





daily news 


o 
IMPOSING STONES. 


Re » EST quality Geor, marble penton, stones, 


t 
50 cents squa 





two ine shes thick. Cash 
with ondes HE GEORGIA MA RBLE FINISH 
ING WORKS, ‘ ‘anton, Ga. 
é o~ i 
NEWSP. 1PER METALS. 





\ ETAL FLUX makes linotype and ste reotype 
“ metal run smooth and without blowholes ; 


also saves metal. Send for free sample. AM. 
METAL FLUX CO., Detroit, Mich. 
+o 


BUSINESS OPPORTUNITIES, 
cost of gilt edge Republican daily 
O00 near New York, can be gotten 
out of present earnings in four years. Fine town, 
Leading paper. ** OLD AGE,” Printers’ Ink. 





———_ +o, 
LETTER BROKERS. 
ETTERS, all kinds, received from 
4 advertising, wanted and to let 
you or “i kind do you wish to hire of us? 
EN OF LETTERS ASS’N, 595 Broadway, N.Y 
<*> 
ADVERTISING AGENTS. 
W ANT ADS—3 lines in 15. Jargest Sunday pa- 
pers you name, $5; 2 largest, $7.50; 50 
largest, $14.45; 100 largest, $s. 50. Lists mailed 
HUNGERFORD & DARRELL AG’CY, Balto., Md. 
ee - 
NEWSPAPER INFORMATION. 


newspaper 
What have 
THE 








F‘ )R latest newspaper information use the lat- 
est edition of the AMERICAN NEWSPAPER Dt- 
RECTORY, Oo Sept. 1, 1900. P rice, five 
dollars. t free on receipt of price #EO, P, 
ROWELL ats ‘O., 10 Spruce St., New York: 








PRINTERS’ INK. 





MISCELL 1NEOU Ss 

( tOMPLETE election returns by wire will be 
furnished to newspapers throughout the 

country for bulletin and publication purposes. 

the charge for the service will be three dollars 

Cash must pe sent with os Address WM. C. 

HIRSCH, P. 30X 2 w York. 





—_+>> 
PREMIUMS. 
VELIABLE goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost manu 
facturing and wholesale dealers in jewelry and 
kindred lines, 70-p. ill’d list price catalogue 
free. 8S. F. MYERS CO., 48-/ 50-52 Maiden Lane, N 


SUPPLIES 
GAUGE PINS, 3 for 10c. PRINTERS SUPPLY 
A ©O., Grand Island, Net 
fa H!S paper is printed with ink manufac ture ‘7 
pe Ra Bs VILSON PRINTING INK ¢ 
Ltad., 13 Spruce . ™ w York. 
cash nt ae 


Special prices a 


— + > —————— 
ADVERTISING NOVELTIES. 


Ts YCLE deliv 
day. ROADS 





y wagons, $25. W Ago us to 
R SHOPS, Camden, N. J 


- ’ . . 
= IN genuine Confederate money for only 
DOO wee CHAS. Det ARKER, Atlanta, Ga. 


os the purpose of inv ting annecements 
of dvercising Nove'ties lixely to benefit 

reader as well as advertiser 4 tines will be in 

serted under this head once ror one dollar. 





eo 
MA ILiNG MACHINES 


‘HE BEST, a labe ler. 99 pat., is only $12. REV 
ALEX. DICK, 43 Ferguson Ave.. Buffalo, N.Y 

YRINTERS’ INK uses Wallace & Co.’s Address 
ing Machine, 

The Cosmopolitan Magazine, 

The Delineator, 

Tie Ledger Monthly 

and scores of the lar re publishers of the country. 
WALLACH :& CO., 10 Warren St., } Y 
ADDRESSES. 


( YREATE business without expensive newspa- 
per advertising. Use Carter’s Classifled Ad 
Only house world furnishing 
names not to be found in directories. Have you 
a remedy for cancer, catarrh, deafness, dyspep 
sia, kidney troubles, nervous troubles, rheuma 
tism, skin diseases, ete. Do you want agents to 
goods from house to house! We have 
population classified according to af 
, occupation or condition. Can address 
‘s or wrappers. Capacity 100,000 
copyists. Prepared to furnish 
plain 
or printed, address the latter and attend to mail 
ing if desired. State specifically what you have 
to sell, how you want to sell it. We will reply 
by return mail with full informatie n that will 
make your business a succ 
FRANK R. CARTER, 12 EAST 42p ST., 


a <-- 


FOR SALE. 


so does 








lresses 


sell your 





your 
daily by 





expert 
any Class of names, envelopes or wrappers, 





ee SALE PRINTERS’ INK, 1894 to 1899. Best 
offer takes. A. H. WALTON, Wyoming, 0. 


re ay L . R’S PUBLICITY, latest 

F. BRIGGS, 191 Kempton St., Bedford, Mass 

ott SALE 7-column Was meg band press. 
STAR, Har 


Big bargain. Address THE 
cock, Maryland 


edition, $7.50 


HOE SALE—A leading 16-page Southern farm 
journal located in city of 100,000. Good busi- 
No plant. Fine opening for good man 

Excellent location. Will sell cheap or will lease, 

E. ADAMS, Lebanon, Tenn. 


¢ VERY issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, = type or ink, the thing 
to do is toannounce your desire in a classifiec 
advertisement in P RINTERS INK. The cost is but 


ness 





25 cents a line. As a rule, one insertion will do 
the bus ions _ Address PRINTERS’ INK, 10 Spruce 
St., New Yo 

















NEWSPAPEE 


20 CASH, balance #350 on easy 
S800 a eae meee opportunity i 
f bought quic Inventories $1,! 
$3,500 buys good paying wee ee in 
on proper terms to rigbt man. 
$5,500 buys one of best business low 
‘ngland. A snap. 
$3,500 buys a good weekly propostt 
Business and terms will please 
850—about $2,000 dow n—buys ag 
proposition. 2,000, with one-half 
unother good one. Both in New Har 
Dailiesand weeklies in many diffe 
n all properties that I handle the 
estigation 1s solicited on the part of 
mean business 
F. DAVID, Abington, Mass., ( 
broker and Expe rtin Newspaper Pre 




















? BARGAIN 








8. 
terms, buys 
n Kentucky 


Delaware 
aied week 


ion in Indi- 
you 

ood weekly 
down, buys 
ypshire. 
rent States, 
strictest In 
buyers who 


‘onfidential 
yperties, 


NEWSPAPER OWNERS 
\V ILL consult with David—in strict confidence 


when they desire reliable 
nd advertising mana: a for any dey 
viilding business. C. F AVID, Abir 
o - 
IDVERTISING MEDIA 
f lioeaes EVENING POST, Charleston, 
6 Nee EVENING POST, Charleston, 
[a EVENING POST, Charleston, 
ine EVENING POST, Charleston, 


([ HE EVENING POST, Charleston, 


ls 


EVENING POST, Charleston, 


circulation 
aartmentin 
igton, Mass. 
8.C. 

Ss. ¢ 


S.C 


S. 


Ss 


S. ¢ 


é isa best advertising medium in Charleston 


S. C., is THE EVENING Post 


| ARDWARE DEALERS’ MAGAZINE, sam 
fo 


ple copy 10 cents, New York Cit 

‘HE EVENING POST, of Charl 
claims the largest local circulati 
Ts official ee for all sity adv 
1arleston, , is THE EVENING 


\ DVERTISING agents serving tl 
honestly, call up TOILETTES ; est 





10) WORDS, 5 times, 


aston, S. C. 


on. 
ertising of 
+ Post. 

veir ¢ — nts 
ab, 1881 


cents. ENTERPRISE 


Brockton, Mass. Circulation exceeds 6,000 


» ACK-COVER quart er page, 30,000 « 
) 12 times, $180. PATHFINDER, Patt 





“u., $16.70 
hfinder, Di 


>» EACH the best Sor nthe rn farmers by planting 


\ youradsin FARM AND TRADE, 
Tenn. Only 10c, a line. 


Nashvilie, 


\ NY person advertising in PRINTERS’ INK to 


the amount of $10 or more is en 
ceive the paper for one year 

‘HE advertising forall the o partn 

city of Charleston, 8. C.. is d 


titled to re- 


1ents of the 
ston under 


contract exclusively in THE E . ENING Pos 


DVERTISERS’ GUIDE, New Ma 





CL penne 9 ae sample fre 
A 


postpaid 1 year, *. Ad rate, 9c. line. 

A WEB perfecting press, linotyp« 

and a building of its own Is « 

the eid rity of THE EVENING Post, 
ton, S. 


PACIFIC COAST FRUIT WORLD. I 
Cs 





iverage 53 weekly, among wealthy 
growing rapidly; ! *. agate line ;no me 


6 he EVENING POST. Chariest 
publish want advertisemenis 
word net; 50 inches display for $ 
300 inches, $60 Winches, gv0; 1,006 
Additiona! charges for position 
ng of column rales 








n, 









BOUT seven eighths of the adver 
failsto be effective because it 1 
papers and at rates that give no mor 
eighth of the value that might be had 
the same advertising in other pape 
have the right adve rliseme nt and pt 
right pape "a, y 
pondence ter 
KOW ELL ADVE RISING AGENCY, 10 
New York 









rket, N. J. 
© Mailed 
Close 24th 
machines 


vidence of 
of Charles 


vos Angeles, 
rremost farm home journal. Actual 


ranchers 
dicine ads 
8. C., will 
one cent a 
100 inches 
) inches for 
and break- 


tising done 
s placed in 
e than one 
by placing 
rs. If you 
it it in the 


sd aivertising will pay. Corre 


Spruce 8t., 





PRINTERS’ 






INK. 
WINES 


Ts government, in its efforts to establish a 

pure food law, analyzed 14 brands of cham 
pagne, foreign and domestic, and the Brother- 
100d ( hampagne was the one pronounced the 
best. Will send you te wip tree or a case of 
the wine for $12. C. E. EZEY, with Brother 
hood Wine Co. Nes wY dey City. 





ADVERTISEMENT CONSTRUCTORS. 


"& YEORGE R. CRAW, mail order advertising. 
Box 502, Cine coed Ohio. 








\ Ds that bring business. Write. H. L. GOOD- 
d WIN, 57 Chester St., Malden, Mass 

DVICE any business or r adv. subjec ts Trial 
d ads$l. F. B. WILSON, Kenton, Ohio 

DS $1 each, booklets $1 a page. CHAS. A, 
4 WOOLFOLK, 446 W. Main St., Louisville, Ky. 
pEP SCARBORO, writer of forceful advertis- 
¢) ing. Request estimates. 20 Morton St., Bklyn. 





\ EDICAL advertising, professional or secular, 
4 written, illustrated, printed. M. P. GOU LD: 


»!TAILERS’ store papers that draw trade 
\ Free sample. WOODHOUSE, Trenton, N. J 


( ) PTICTIANS’ A DS—Good ones, 50c. each, 6 $2.50 
Forcible arguments, simple language, pithy, 
pointed. Half down, rest if suited ; if not, all re 
turned. D. J. ASHBURY, shallow Lake, Ont. 
¥ OU know advertising men make big money. 
Ve teach you this modern, fast growing 
bas siness successfully by mail. Employed grad 
lates testify to our system. Write for facts 
P AGE DAVIS CO., 12 Medinah Temple, Chicago. 











| » ESULTS!—That is what | alwaysaim atand my 
\ customers often wonder at the accuracy of 
my aim. | write, illustrate, design and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 
done. Send along a trial order and see if | can- 
not hit the “ bull? s-eye”’ o tradefor you. Also 
send for my booklet. * Ten Dollars a Thousand.’ 

It will interest you. Address WM. ge gg gg A 
Manager Printers’ Ink Press, 10 Spruce 9 Be 


Q@ PEC IAL TRIAL ORDER PRICES. Cash with 
. order 
ally written retail advertisement, with 
cut, its. 

Specially written retail advertisement, without 
cut, 25 cents. 

Writing a short circular—a strong, persuasive 
one— $1, 
Writing a short beoklet—eight or ten small 
pages, $5 

Designing and writing a small, catchy, unique 
folder, to be inclosed with bills and letters and 
to be put into packages (no illustration), $1 

Writing the matte 
ecards or window cards (just 
crisp, breezy matter on each), $ 

Designing and engraving handsome signa- 
ture, 1,2 or 3 columns wide, to be used iim your 
newspaper and other advertisements—something 
that will always give your announcements strik- 
ing individuality— mounted on metal base, $6 

Writing, illustrating and printing 1,000 two 
color folders (or mailing cards), suitable for 
mailing without envelopes—excellent business 
getters 

Plates, ready for printing, fora small, original, 
two-color booklet cover illustration, or for a 
mailing card, or folder, or circular (designed es- 
pecially to fit your business, and in accordance 
with any special instructions you may furnish), 
$10. 

Writing and illustrating an advance postal 
ecard for drummers—something novel and em 








Spe 











All of these are special, cash-with-order prices 
(greatly reduced), for the purpose of getting in 
itial orders. | reserve the right to withdraw 
them at any time without notice : 

If you want a trade mark or letter-head or bill 
head designed, or a coffee or tea or soap wrapper 
illustrated, or a distinctive bottle label, or a 
novel business card, or a special Christmas pict 
ure, or magazine or trade paper advertisements, 
or anythir id more or less similar, write for 
vr cial pric 

All kinds ‘a high class illustrating at reason 
able prices 

Advice and suggestions, based upon wide ex 
perience of my own and upon a wide Knowledge 
of the experiences of others, free, 


HOLLIS CORBIN, 258 Broadway, New York. 
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PRINTERS’ INK 
A JOURNAL FOR ADVERTISERS. 

(a Issued every Wednesday. Tencentsa copy. 
Sub cription peice five dollars a year, inadvance 
Six dollarsa bundred. Noback num ; 

t= Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for #30. or alarger number at the same rate. 

t# Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

# If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time pala for. 

ADVERTISING RATES 

Classified advertisements 2% cents a line: six 
words to the line; pearl measure a 50 cents 
a line; 15 lines to the inch. $100a page. special 
position twenty-five per cent additional, if grant 
ed ; discount, five pel r cent for cash with order. 





Oscar HERZBERG, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New YORK OFFICES: NO. 10 SPRUCE ST. 


LONDON AGENT, F. W. SEARS, 50-52 LuD- 
GATE HILL, E. C. 


“NEW YORK, OCT. 


17, 1900. 


Mr. ALFRED E. RosE has severed 
his connection with the J. C. Ayer Co. 
Many people regard Mr. Rose as the 
most competent advertising man in 
America. 

\ pIECE of advertising issued by 
the Delaware Charter Guarantee 

Trust Company, to indicate how 
easy it is to incorporate in_ the 
State of Delaware, is both effect 
ve and unique. It is a photo 
graphic reproduction of the cor 
respondence passing between the 
company and a Philadelphia law 
ver, and makes clear that every 
thing necessary was accomplished 
within four days. <A list of the 
companies organized and repre 
sented by the trust concern but 
tresses the good impression the 
letters make. 


Sanitarium, of 
issues an excellent 


Tue Hartman 
Columbus, O., 
“souvenir” as an advertising bro 
— It consists of the extend- 
ed relation, by a cured patient, of 
the many surprising things he wit 
Hartman establish 
nent, told in a manner both in 
teresting and convincing. A num 
her of pictures add to the good 
mpression produced by the text 
\s a piece of ] 


nessed at the 


advertising litera 


ture both idea and execution are 
be commended Son deta‘l 
to dise s treated woud 





bably improve it materiall 


Has the poster mania ceased 
be a mania? 


In Profitable Advertising for 
October appears an interview with 
Wm. B. Curtis. of Boston, in 
which Mr. Curtis explains how 
Henry Parker recently — sold, 
through fadvertising in newspa 
pers, $127,000 worth of lucky 
boxes in three months, making a 
profit of $95,624 The story sim 
ply goes to show that it is possible 
to sell almost anything through 
advertising. Carlyle said there 
were thirty million people in Eng 
land, mostly fools; perhaps if he 
lived to-day he might make his 
observation cover America, of 
course modifying his figures. 

THe Goldleaf Book Company 
Security Building, Chicago, III 
issues at $1.10, a book bound in 
imitation leatherette paper called 
‘The Mail Order Business.” It 
takes a man with ten dollars in 
hand, and aims to instruct him 
how to get into the mail order 
business with a hair ointment put 
un by a corner druggist, assum‘ng 
that at the end of the 
month the business will be bring 
ing in two hundred dollars a 
month. The book will make its 
appeal to that large class of mail 
order men who lack everything. 
ncluding money, that is needed 
for success in this line. It is cer 
tainly interesting 


second 





THe Billposter (N. Y.)_ tells 
in its latest issue the various 
things that may be done by th 
expenditure of ten thcusand dol 
lars: 

They will post 5.000 &-sheet poster 
In 171 cities having a combined popu. 
lation of 10,016,000 in the States 





Delaware, New Jersey, New York, 


Pennsylvania, Maryland and the Dis 
trict of Columbia, for a two months 
run, and furnish the paper. 

\gain, $10,000 will give you a thre 
onths’ display in 316 cities having 
ined population of 6,471,006 it 
linois, Indiana. Michigan 
furnishing 4.000 8-sheet posters for the 

display. 
Here Is ad 











ood States 

h per issi : Missouri 
lowa, Minnesota and Wisconsin. Yo 
r hav 800 8-sheet posters disnlave 
in this territory, havir 
ined population of 2,803,000, fé 
months, and the paper furnished 
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THE Congregationalist, of Boston, 
10W issues as the first weekly number 
f each month what is called “ The 
Christian World.” In this it gives a 
summary of current history, principally 
n religion, but also in literature and 
litics. A large number of contrib 
ted articles by well-known writers ap 
ear in addition. It is said the inten- 
ionis to make these special issues so 
teresting that advertisers will feel 
that they have become excellent ad 
rtising media. The the 
’utlook has achieved in the same idea 


success 
iakes this probable enough. 
of securing mor 
of lemons is being 
gitated in California. The fol 
wing excerpt from the Cahuen 
ga Valley Sentinel is interesting 
1 this connection: 
\ splendid idea, 
e not mistaken, with Dr. 
president of the (¢ 
on Exchange, 
it a booklet on lemons 
e and uses to which 
put, be issued in 
Exchang 
each box 
their 
uld open the 
ny of whom know of no 
ons aside from lemonade and 


booklets could be 


[HI 
nsumpt mn 


subject 


originating, if v 
\lan Gard 
ahuenga Valley 
the 
containing reé 
the lemon 
large numbers by 
that 1 
Che retailers 
customers, 
eves of the 


Ve 


Was to etfect 


can 





ese to 
consumers, 
tor 
lemon 

fur 


ces t 


uses 


es These 
ished in 


uld not add materially to the 


quantities it opr l 
expense 


the exchanges, but we believe they 
ild add much to the demand of the 
t almost immediately they were 
en to the public. 

On Sept. 13th a number of 


ily newspaper representatives 


esident in the city of Chicago 
et and organized the “Daily 
Newspaper Advertising Repre 
ntatives: Association of Chica 





gO J. E. Colby was. elected 
president, J. E. Verree secretary 
nd treasurer, and E. S. Cone. 
Ralph H. Booth, J. E Colby, W 

Davis and J. E. Verree board 


f directors. 
rmation 


The purpose of the 
is stated as follows: 
1) To pass upon. the financial 


ig of advertisers n Livertising 






te the recog 








agencies 








INK. 


wm 


TAKE a look at the Billposter 
Display Advertising for October. 
It is published at No. 11 West 
28th street, New York, and is not 
only of interest but of value to 
advertisers who are contemplating 
using the hoardings. The cost is 
ten cents a number or one dollar 
a year. Those who cannot ex 
tract this amount of value from it 
certainly have no use whatever 


for it. 





Wyckorr, SEAMANS & BENE 
pict, manufacturers of the Rem 
ington typewriter, issue a unique 
booklet 3'4x4 inches (oblong) 
called “Right of Way for the 
Remington.” When opened, it 
Is seen to be an oblong 
sheet making a train of fif 
teen cars, on each of which, 
on either side, is shown how 
many Remingtons and how many 
of other styles of typewriters a 


certain railroad uses; also the per 


centages the numbers make. Thus 
the figures and percentages art 
given for thirty railroads It 
need scarcely be said that the 
Remington makes an exceptional 
ly excellent showing \s an idea 


it is certainly clever. 





OUTSIDE « 


f the “Naething” res 
taurant on B 


roadway, New York, 


are ranged about a dozen enor 
mous squashes, supposed to be 
symbolical of the feed to be had 
within. For fear that their size 
should not be eloquent enough, 
each squash bears a legend cut 
into its skin to interest the hun 
gry. On one of these squashes 
is carved the statement, “I am 


at, fair, and weigh about 140 Ibs.”’ 
On another you read, “This is 
the first time I was in New York. 
and I am a little green.’ Another 
monster the inscription, ‘I 
am big enough to make pies for a 
whole regiment.” and then comes 


bears 





the parody, “Children Cry For 
Naething’s Squash Pies.” “I am 
an old war horse and have been 
here many years.” is written on 
one of them, and “I don't take a 
back seat for any of them,” is 
carved on another. There is a 
different “appeal” on each squash, 
and a curious crowd hangs 
around them all « long. 














the excellence of such a playfel- 


low as the Whitely, always ready 
and never tired. It says “to 
Whitely exercise is to rightly ex- 
ercise.”’ Pictures and testimo- 


tlials increase the convincing char- 





acter of the booklet. 

For the week beginning October 
7, Penny & Gentles, of St. Louts, 
inaugurated what they called a 
‘Department Managers’ Sale,” 


vhich they described in a page ad- 
vertisement follows: 


Monday 


as 


Commencing morning, an 1 


continuing through the week, Penny & 
Gentles will inaugurate the novel meth- 
od of permitting their department man- 


control of 
precisely as 


agers or buyers to assume 
the entire establishment, 








if each were the sole owner of his or 
her department. In a large store like 
this, every department stands upon. its 
own record and merits Zach is like 
a separate store, subject to the general 
conduct of the concern, with an effi- 
cient manager at its head. In the run 


business the 
must account to 
and members of 
pertaining to 


of regular 
managers 
manage 

mat 
ment, 
week 
the 


They 


department 
the general 
the firm in 
stock manage- 
advertising, etc For this 
step aside and give 
managers free rein. 
advertise and 
they see fit. No one will 
tate to them; this will effectually put 
them upon their mettle, our object be- 
ing to note which members of our buy- 

force evince the greatest enthusiasm 
ability to push his or her depart 
ment to the front, under conditions of 
supposed ownership. 

In the page announcement 
wherein the various “bargains” 
advertised, ahalf-tone picture 
of each department manager was 
given in connection with the 
rious articles in his part of 
establishment. 


ters 
sales, 
all superiors 
department 
can decorate, 
ine as 


ing 
and 


were 


Va- 
the 
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“REASONS” are the basis of ‘HARDLY EVER.” 
good advertising. 
There are numerous ways of publish- 
‘aie mae . . ing newspapers. Copies of the wes 
THe Whitely Exerciser Com- ohen Ne te of Pree 29 are upon 
pany, Chicago, issues a booklet on our table. One copy is from the city 
its exercisers that makes an at- ¢dition of that day. and consists of 
7 eight pages. Another copy of the 
tractive appeal. The booklet tells ame date is from the mail edition, and 
how the tiger walks up and contains four pages. A considerable 
down in his cage, how the ele- number of advertisements appearing in 
, “y the city edition are not in the mail 
phant swings his trunk, Bow: the jae” Se godt of the alleor. 
kitten and puppy fall over each tisements cannot be charged to mis- 
other. how the children smite takes for the reason that the pages are 
, : . re-made and re-numbered. Advertisers 
each other in the ribs, all because i, the News had better keep track of 
they instinctively desire exercise. the mail edition of that paper in order 
Then it tells how modern civiliza- te find out whether or not their ad 
js +: vertisements are appearing according to 
tion does not allow us sufficient contract. In the mail edition of Au 
playful exercises, and dilates upon gust 29 the advertisement of a promi 


nent dry goods firm is omitted, and no 
doubt the firm is paying for the ad 
vertisement with the understanding 
that it goes into all editions. Doubtless 
the city edition is the one sent to East 
ern advertisers and advertising agents, 
and they had better keep their eyes 
open in order to ascertain whether or 
not they are receiving what they pay 
for. Whenever a newspaper publisher 
undertakes to print a paper at less 


than cost, it is likely that he 1s com 
pelled to cheat somebody.—-Des Moines 
Towa Capital, Sept. 5, 1900. 

In explanation of the above the 
Des Moines News writes under 
date of Oct. 2, 1900: 

It is true that our city edition is 
composed of eight pages daily, and 
our mail editions of four or eight 
pages, according to the amount of ad 
vertising received; but of the twenty 
four publication days in September 
on only four did we issue a four-page 
mail edition, the other twenty being 
eight pages. So, practically, nearly 
all of our mail editions are of 
eight pages; and whether four or eight 
all advertisements are run in all ed 
tions, both city and mail. Once in 
while, advertisements are received to 
late for the mail editions of one day 
but in such cases they are publishe 
in the mail editions of the ‘lee fol 
lowing. Filer to July 10, 1900, ou 
mail and city editions were absolutel 


identical, being four or eight pages, ac 
— to advertising. Since that date 
e have given our city readers an eight 


Ms the paper every day, regardless of a 
vertising, continuing our mail edition 
at four or eight pages, according t 
business requirements, but nearly al 
ways eight pages. 


Immediately. after the change in Jul) 
our foreman got the pages mixed in 
number of issues, putting a few a 
vertisements on a page which ran 
the city edition only, and_ thereb 
omitting them in the mail editions. W: 
discovered the mistake in a short time 
and had him make up all the advertis 
ments on pages running in both ma 
and city editions. Of course, as befor 
stated, there were only four days 
September when this mistake could p 
sibly have happened, as there were onl 


} 
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four days in the month when our mail 
subscribers received four-page issues 
it would of course be worse than fouty 
1 ous to try to cheat our advertisers 

omitting their ads in part of our 
editions. 





ene eee 
“BOILING DOWN” an advertise- 
iment 1s exceilent. but even it may 


be carried to an extreme. 
anal 








\ PRIZE, a premium, or whatever 
ou may call what is offered 
free,’ has a wonderful attraction 
for the ordinary buyer. 

M. S. Burrows, a clothier of 
Duluth, Minn., sends out to his 
patrons a hat one inch high and 
two and one-half inches in width. 
This is inclosed in a perfect hat- 
ox, stamped with the Burrows 
brand. A letter is inclosed stat- 
ng that the hat is returned and 
annot be remodeled because the 
quality is sO poor that the hat has 
shrunk beyond reclaim, and of 
course hats from the Great East 
ern will not act that way. Those 
who receive the hat and believe 
what is told concerning its con- 
traction in size probably do not 
require a larger covering for their 
heads. 








ADVICE. 

A very good rule to follow in putting 
out your advertising is to see what 
other people are doing in the same 
medium or in the same line and do 
something different. For instance, if 
you are expecting to put out some ad- 
vertising in your local paper look the 
paper over carefully and_ see if 
most of the advertisements in it are 
very much alike. If they are, cut 
yours according to a different pattern. 
If they run to big type try some small 
type yourself—long primer or small 
pica, or even brevier. If the other ad 
vertising is pretty densely black, give 
your own plentv of white space. If 
nobody else is using. borders go in for 
borders. If the other advertising is 
all straight up ad down try some of 
the oblique style yourself, with your 
headlines in the upper left-hand cor- 
ner and your firm name in the lower 
right-hand corner. If no one else is 
using illustrations by all means illus 
trate your advertisements. That will 
give you a marked individuality; and 
if others are advertising in broad 
generalities, be specific, very specific. 

American Advertiser. 

RESERVED FOR POSTERITY. 

Minister Conger—Well, General, 
now that it’s all over and we're safe, 
I’m rather glad it happened. Here 
after I will be one of the most famous 
Americans. 

Gen. Chaffee—Yes, I wouldn't be at 
all surprised if on geting back home 
you found the Edwin H. Conger five 
cent cigar advertised quite extensively. 

Chicago Times-Heraild. 




















FUCHS GRAPE JUICE 


No medicifte, but Grape > Only choicest Concord Grapes are 


pressed for Welch’s Grape 


uice. Within twenty-four hours after the 


Grapes are picked the Juice is stored in hermetically sealed glass 
Quickest and cleanest methods are used--no time for any 


change to take place 


You can tell Welch's Grape Juice is made 


from fresh Grapes—it retains the natural Grape aroma and flavor to 
a marked degree 
Embodying all the food properties of the Concord Grape, Welch’s 
Grape Juice is food and drink in one. It makes 
ople well and keeps people well. It furnishes 
ruit nutrition in fluid form. It agrees with the 
weakest stomach 


A 3-02. bottle by mail for 10 cents. If 
your dealer will not supply you, send us $3 for 
12 full pints (44 case), shipped 


express prepai 


anywhere in 


United States east of Omaha 





WORTH LOOKING AT, 
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STRIKING WINDOW CARDS 


\ correspondent writes: Peck 
& Peck have a neat store in 
Broadway, New York City, just 
few doors south of 23d street. 
They call themselves ‘“Hosiers.” 
They deal in hosiery exclusively 
nd they are very vell known on 
account of the originality dis 
played in their windows. They 
change the display every day and 
with every change they flash 
me new worded cards that 
prove attractive enough to keep 
crowd in front of the show win- 


dows all day and late into the 
night. One of the Messrs Peck 
told me: 

“Those legs upon which we 
display our hosiery in the win- 


dows are exact reproductions of 
the limbs of the best formed 
women in New York and Paris. 
We went to considerable expense 
to get the most attractive legs in 
the world upon which to show our 
goods. The effect is much more 
attractive than in windows where 
ordinary stock legs are used. 
“Yes, we are very particular to 
have our window cards out of the 
ordinary. As we cater to the- 
atrical and other lines where the 
demand for fancy hosiery is 
great, we try to put a little gin- 
ger into our cards. It’s a mighty 
cold or rainy day when there are 
not from a dozen to twenty peo- 
ple in front of our windows. And 
by observing we find that about 
ten per cent of those who stop 
come inside to look at the goods. 
This percentage may sound small 
hut it is enough to keep us busy.” 


[ walked outside to see what 
Mr. Peck meant by putting “a 
little ginger” in his cards. These 


the cards shown in one of 
the windows the day I talked with 
Mr. Peck: 

“Helen of Troy wore these on 
her last trip to Cohoes.”’ 

“These were worn by Sappho 


were 


in the famous staircase scene.” 
“For a grass widow—warrant- 
ed not to run.” 


‘These are as cool as a cucum- 
ber. Try a pair.” 
“These are the 


new Irish 


greens. Just received from 
Paris.” 

And there were tickets in the 
other window just as “gingery.’ 


> 
IN A CIRCULAR. 

Valuable advice in a circular 
often make people preserve the circu 
lar. One recently issued by H. Lange 
& Sons Coal Company, of Baltimore, 
Md., from which the following facts 
and suggestions are taken, brings the 
matter to mind: 

“Never have a greater fire than is 
necessary. A _ red-hot stove top indi 
cates a cool oven and a waste of 
fuel. Cinders are the best material 
in the world for starting a fire. After 
they are riadled from the ashes they 
may be washed anda put aside for 
this purpose. Wood should be _ pur- 
chased in season, so that it may have 
time to ripen. A cord of small sticks 


will 


even at a low price, .s not worth as 
much as half a cord of solid logs. For 
open fires, hickory, maple, white ash 
and beech are the best. For kindling 
purposes pine excels. Wetting all coal 
before using improves its burning 
qualities. An oyster shell placed in 
the fire about once a month will re- 
lieve the stove of all clinkers. Not 
all coal is alike, nor all men above re- 
proach. See that you purchase the 


best even at more cost; its cheaper in 


the end. Always arrange your coal 
bin so that you can shovel from the 
bottom of the coal pile. Digging a 
shovel in the top breaks the coal, so 
that when you reach the bottom of 
the bin you feel badly toward your 
dealer. <A) meaium-sized coal known 
as stove, or No. 3, gives better satis- 
faction than any other for ranges. 


For furnaces use that known as egg. 


or No. unless you have a_ special 
stove and grate. Have your chimney 
cleaned at least once yearly and your 
stoves looked after by a competent 
man. It will pay in the satisfaction 
you'll receive. arn the manage 
ment of your. stoves thoroughly 
Very often the fault is in the regula 
tion of them and not in the coal. The 
smaller the coal the faster it burns, 


and it leaves no cinders, which are the 


best for a quick fire and many other 
purposes. ton of coal weighs 
2,240 pounds. A cord of wood is 


feet long, 4 feet high and 4 feet wide, 


and contains 128 cubic feet. 
> 
ILLUSTRATED WANT AD. 





WANTED-—A 


MAN TO 


COOK, 








NOTES. 


“They came, they bought, they won 
dered,”” is the statement of Austin, of 
Litchfield, II. 

On Oct. roth H. B. Harding was 
elected president of the Sphinx Club 
of ew York. 

B. Van Sciver Co., of Camden, 





Me: J issue an excellent booklet talk 
ing of furniture, drapery, wigs, carpets, 


bedding, ete. 

In Frank Leslie's Popular Monthly 
(N. Y.) for October: “The Race for 
the Chinese Market,”’ by John Foord, 
Secretary of the American Asiatic sso 
ciation. 

Tue New York Sun runs cards in 
cars with its familiar motto, “If you 
see it in the Sun it’s so.” Some wag 
put another “so” after the last word 
of one of them, making it read: “If 
you see it in the Sun it’s so-so.’ 


number of Information 
Wheatley shows the 
catalogues should always 
multiples of eight and 
much to print six 
more to bind. 


In the October 
(x. ¥.),. EB. 

advertiser why 
v¢ planned in 
sixteen. It 
pages as eight, 


costs as 
and costs 
BAMBERGER'S department _ store in 
Newark, N. J., has hit upon a novel 
idea for advertising little children’s 
clothing Three boys and three girls, 
of ages varying from five to ten, 
prettily dressed in the latest style and 
are on exhibition in a “play room,” 
after their school until 7 p. m 


are 


hours, 


magazines are 
ater extent 


using 
to-day 
the big 
every 


NEWSPAPERS and 
the poster to a gt 
than ever before. In Chicago 
daily papers are fairly covering 
thing in sight, and are spreading out 
1 with 





into four or five adjoining States 
their posters. This month three big 
magazines are 








posting paper in a dozen 
States.— Billposter. 








Rev. S. B. Dexter, pastor of 
Park Baptist Church, Chi 
cago, has sought the aid of advertising 
to carry forward his work by inserting 
the following in the morning news 
papers: Wanted —One hundred young 
men and women for evangelistic work in 
the city. Address S. B. Dexter, pastor 
of Humboldt Park Baptist Church. 

The Craw- 
Mass., has 
way of introducing 
shoes [wo pretty 
bicycles and neatly 
adorned with 


Tut 
Humboldt 


relates: 


ONE exchange 
: Brockton, 


ford Shoe Co., of 
a unique and novel 
and advertising its 
young ladies, riding 
dressed in bicycle skirts 


advertisements of ‘“‘Crawford’s Shoes, 
becoming shirt waists, and red_ hats, 
have traveled hundreds of miles and 
made excellent impressions by their 


quiet, ladylike manner. 


carrying advertise 
eyes of shoppers 


An automobile 
ments gladdened the 
on Fourteenth street, New York, a few 
days ago. It looked from a distance 
like a particularly gorgeous furniture 
but when it came closer you saw 
the sides and rear were divided 
panels, each containing an adver 
The lettering was gilt, and 


van, 
that 
into 
tisement. 
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the backgrounds were dark red, olive 
and yellow Vattona ivertisey 
\ccorpiInG to the London = Datly 


Chronicle, a German firm of publishers 











a little while ago caused to be inserted 
in most of the newspapers a notice to 
the effect that a certain nobleman of 
wealth and high position, desiring a 
wife, wanted one who resembled the 
heroine in the novel named. There 
upon every marriageable woman who 
saw the notice bought the book to see 
what the heroine was like, and the work 
had an immense sale 

THE automobile and motor cycle have 
become important adjuncts to the theat 
rical profession for advertising pur 

ses Advance agents are beginning 
to travel the country on: motor cycles 
ind several barn storming companies 
have gaudily decorated machines whicl 
parade through the streets of the towr 
the morning of the show and “capture 
the natives.”’. One such machine owned 
by a juggler, had $1,600 worth of silver 
filigree on it \ ork Sun. 





\ FRUGAI 


Kansas woman wanted 
companion, and 


advertised as follows i1 
her local paper: “A lady in delicate 
health wishes to meet with a useful con 
panion. She must be domesticated, mu 
sical, an early riser, amiable, of good 






appearance and have some experience in 
nursing. Total abstainer preferred 
Comfortable home No salary.” Phe 


day after the advertisement appeared in 
print she received by express a meek 
looking cat of the female sex. N¢ 











other applicant has as yet presented 
herself Chicag ( ) Chronick 

Tue Billposter (N. Y.) computes it 
its October ue that to put up as muc 
“paper” as Red Raven Splits in the 
Middle Atlantic States would require 
1,545 posters (20-sheets) and cost $4 
090 his means “an erage cost per 
poster of 12 cents a day, or $7.60 per 
day per city for »osting and maintaining 
the paper in good condition for on 
month.” For eighteen large cities it 
the Middle West it believes 1,175 poste 
of the same size to be necessary, cos 
ing $2,739 for the space, or » pe 
day For the cost of the paper, $7 
is to be added. 


McCormick & Co... of saltimore 
nanufacturers of flavoring extracts a 
issue a card wherein appe 
yellow moon, whose reflections make the 
picture of an attractive lady-face, unde 
whose pleasant countenance appear thc 
following verses 


spices, ars 


Looking in the silvery moon 
You'll find the lady there, 
But her radiant charms do not compar 
With our Baltimore belles so fair 
So when seeking a flavoring rich ar 
pure, 

Though round the world you roam, 
You'll find in the end the best are made 
Right in your native home 

Tue Billboard (Cincinnati) makes tl 
following interesting statements: TI 


irrepressible amusement purveyor, Ger 
B. F. Keith, who owns a chain of pla 
houses in New York, Philadelphia, 
ton and Providence, and has just a 
quired a theater in London, does n 
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elieve in posters or lithographs, al- If they were to take the matter into 
1ough he runs vaudeville performances court, they fear that the distiller would 
hich are generally advertised as sen- beat them and show that he has a better 
tionally as the watch and ward soci- right to the seals than the institutions 
ties will permit. During the season, of learning themselves. Dr. Goodspeed, 
ckhart’s Baby Elephant played the of the Chicago University, says that 
Xeith circuit, but would accept terms the trustees of that famous school will 


nly on the condition that he was al- make a fight ff they cannot perma 
wed to use lithographs and do a little nently prevent the use of the old seal, 
sting. The first was used moderately, they will apply for a restraining order 
nd the bill sticking was confined to to suppress the enterprising McCormick 
gutter snipes,” but even. this small until a new seal can be designed. Dr. 
ount of sidewalk publicity increased (Goodspeed said that McCormick’s plan 
isiness at the houses in each city. of advertising whisky is an outrage 


Farm and Fireside in an interesting 
klet gives this advice to advertisers: 
yur advertisement won't do at all 
lan, therefore, to place your advertise 
ent before the people to whom you 
sh to sell, whether direct or throug] 
e dealer. If the article is on sale by 
ealers, Say so. Then tell the dealers 
it you are advertising in the best 
irnals, to create a demand for your 
rticle; send them copies of the paper 
ntaining the advertisement, and se¢ 
at they have the article on hand, to 
supply the demand, together with sucl 
terature you will prepare for their 
stribution. If the prospective buyer 
rites to you direct, respond promptly 
d fully, naming and referring him to 
ur agent in his citv Refer the let 
er of inquiry to the dealer. Within a 
asonable time, say ten days, write the 
ier, find out whether he has made 
e sale, and if not, why not. You can YALE’'S SEAL 


eadily see from his answer what the 










VERITAS 


<COLD 








"tea x not to be endured Yet neither he not 

nutble is, and then open correspondence 
} : ‘ } any other man attempts to deny that it 
ith the person making the inquiry, and : j > 
is exceeding clever. Judge Henry B 


scertain from him why he has not 


Stoddard, of New laven, for any 
wed an order with your agent. idard ew Ha a. Tm 


years a member of the firm that takes 

Penape ( f Yale’s law busine ays that he 

. care o ale’s 1 usiness, says P » 

O ; 
Re THOSE eg ge SEAI ~ : had not yet learned precisely what Mr 
—_— ee y t 4 a i, td ince McCormick had done affecting Yale in- 
1ade cx re presi s hok ip ns . 

mace college presiden :  terests. The judge added that the ex 

eir hands in horror \ distiller in ] ° 


ladelp! 2 | 3 M clusive right of a college to the use of 
- j — | bo sae ene sree ° cl its seal was beyond dispute. No mat 
‘ 1as obtained permission to ; 


ter what the outcome of this business 

trade-marks the sacred seals of may be, Mr. McCormick will have ha 

a vast amount of first-class advertising 
National Advertiser. 








~ _— 
COMMON SENSI 


No special directions can be given 





that will make any advertising suc 
cessful All that can be done is to 
1 general suggestions. You will 





ight out your cwn salvation the 
ne in any other branch. Many 
things depend unon local circumstances 
This vch, however, is certain, and 
that is, that steady, persistent, com 
mon sense advertising, no matter of 
what sort, will pay, and always has 
1 No merchant. then, should over 
look his opportunities, even though 
y do not seem as bright as those of 
the “big fellows.” No nt can 
tell what possibilities there are for him, 
” zs until he gets into the field and _ starts 
HARVARD'S SEAL to thinking for himself. {dvertising 
llowing colleges: Harvard, Prine World. 
Yale, Cornell, Columbia, Lehi 











+o 





Pennsylvania and Chicago. The s A LOST OPPORTUNITY. 

f the English Universitic Oxford nil Why don’t banking institutions jn- 

Cambridge, have also been registered clude street address with the name on 
the whisky man \s the seals are checks, drafts and like paper? 1d 


t patented, the colleges are powerless. Sense. 
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AN ORDER IN 
BALLOON. 


A Liverpool paper tells of a commer- 
cial traveler who was expecting a large 
order from a country tradesman, but 
had the misfortune to arrive in town on 
a féte day. Finding the shop closed, he 
inquired to the whereabouts of the 


SOLICITING 


as 


PRINTERS’ INK. 
A | 


proprietor, and ascertaining that he was | 


attending the féte, about a mile out of 
the town, immediately set out after him. 
When he arrived there a balloon was at 


the point of ascending, and, to his dis 
may, he saw his man stepping into the 
car, Plucking up courage, however, he 
stepped forward, paid his money, and 
was allowed to take his seat with the 
other aeronauts. In a few moments 
away went the balloon, and it was not 
until the little party was well above the 
tree tops that the enerprising “‘commer- 
cial” turned toward his customer, with 
the first remark of: “*.1nd now, sir, what 
can I do for you in hosiery?" Catching 


the humor of the position, and not un 
willing to reward sucu perseverance, the 






astonished tradesman «ave his pursuer 

as large an order as possible, stipulat 

ing, however, that in future he shoul 

he allowed to take his pleasure in peace 
; 1 Haberdashers’ Week 


Clothiers’ and 
- ~~, 
A coop advertisement is like a hard- 
boiled egg—harad to beat. 


ARRANGED BY STATES. 


cents a line 
No display 
t be handed 











Advertisements under this head 
each time. By the year $26 a line. 
other than 2-line initial letter. Mus 
in one week in advance. 


CONNECTICUT. 


( NE ad, one ad bill covers the New London ad 
vertising field (35.00 population) if that ad 
is inserted in THE DAY. Circulation nearly 5,000. 


GEORGIA. 


wOUTHERN FARMER, Athens, Gia. Leading 
. Southern agricultural publication. Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest. Advertising rates very low. 


ILLINOIS. 


( YONKEY’S HOME JOURNAT. excells as a me 

dium for interesting a good class of people 
in the smailer towns Our subscribers own 
pianos or organs—the sign of a refine 
to-do home—and are naturally mail o1 
10,000 at 60 cents flat. W. B. CONKEY 
PANY, Chicago, Illinois. 
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\W E have had one letter from an advertiser 

who said he saw these advertisements of 
oursin this column. That shows they are read 
We hope before our year is out to land two or 
three big contracts. THE COURIER-GAZETTE 
Rockland, Me. (See Rowell’s.) 


CANADA. 
(CANSDIA N ADVERTISING is best done by THE 
E. DESBARATS ADVERTISING AGENCY, 
Montreal. 


CLASS PAPERS. 


ADVERTISING. 


PRINTERS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value tointelligent adver 
isers as being that of a recognized authority. 
Chicago IU.) News. 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach good advertising 
methods—how to prerare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad 
vertixe Every subject is treated from the ad 
vertise standpoint Subscription price #5 a 
year. Advertising rates. classified 25 cents a line 
each time, display 50 cents a line. ‘4-page $ % 
page $50, whole page $100 each time. Address 
PRINTERS’ INK, 10 Spruce St., New York. 


RELIGIOUS, 
BAPTIST. 
TT GEORGIA BAPTIST, Augusta, Ga., is read 
by more than 5,000 progressive negro preach 


ers and teachers in Georgia, South C: na, Ala 
bama and Florida. Cuire’n for 1899, 6,275 weekly. 


































Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance 


130 LEFT. 


Iam cleaning house, and have about 
130 books of June, 1899, edition of the 
American Newspaper Directory on 
hand that I wish to dispose of. 

Send me 30 cents to pay the express 
age and I will send youacopy. Address 


PETER DOUGAN, 
10 SPRUCE ST., NEW YORK. 
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1113-1114 Manhattan Building, 
Chicago, Ill. 


I have done some advertising in FARM NEWS, and with very good results.—Harlan 
P. Kelsey, proprietor Highlands Nurseries, Boston, Mass. 


IS IT ANY WONDER THAT ADVERTISERS ARE GETTING RESULTS IN 


FARM NEWS, 


when present rates are same as when circulation was 80,000, and now the Guaran- 
teed Minimum is 100,000, and the average considerably above. 

Do you want to reach the homes of 100,000 of the best farmers, stockmen, poultry 
raisers, bee keepers, ranchmen, their wives and help ? 
more effectively than through FARM News. Ask any agent about FarM News. No ag- 
ricultural or mail-order list is complete without Farm News. 


THE AMERICAN FARMER CO., Publishers, 


i te A i ln i ln A i i i i i i i i i i i i i i i i i i i i i i i i te te i es a 





s. 


SPRINGFIELD, 


OHO, 


You cannot do it cheaper or 


32-37 Kelly Building, 
Springfield, Ohio. 


~~ 
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BETTER | | 
THAN EVER. 


Judicious, conscientious editing has made R es u Its * 


# aim at and my cus- 

ohe2 ‘ tomers often wonder 
ie e at the accuracy of 
my aim. I write, illustrate, 


design and print all kinds 





HAT is what I always 





now in its 14th year) much the most popular 


nagazine of its class in the country. In the of advertising literature in 


“ar West, the Northwest, the Pacific Coast > le: . ; _— 
ind the Dominion of Canada it hasa vast field ahicsimpi clean, apa beet 
practically all its own. No other outdoor manner; just the way it 
magazine has so sure a hold on the interest of } 

the whole family. If you think we are brag- should be done. Send along 


ging, send us your address for a free sample 


opy. Judges of good reading take to it at a trial order and see if | 


once. Without exception, every advertiser p os ’seeve’’ 
in SPORTS AFIELD is reliable, honorable, high : Lape t hit the buill’'s-€ i 
grade. No fakes or ‘Cheap John ” schemes of trade for you. Also send 
ire ever admitted intothe great Sports Afield . } wT 

Family. Refer to any business house in Chi- for my booklet, Ten Dol- 


‘ago, Omaha, Denver, Los Angeles, Seattle. lars a Thousand.”’ It will 


Advertising Rates: interest you. Address, 
One inch, $4; two inches and over, 
$3 an inch, Page is standard mag 


azine size. WM. JOHNSTON, 


MGR PRINTERS’ INK PRESS, 


SPORTS AFIELD, 10 SPRUCE ST., NEW YORK. 
Suite 1400 Pontiac Bldg., Chicago, Ill. 





ADVERTISERS, PLEASE NOTE=- 


Only one morning paper in Harrisburg 
(population, census 1900, 50,167) and it’s a good 
one--THE PATRIOT, daily and weekly. 


Hi. D. La Coste, The Patriot Co., 
38 Park Row, Publishers, 


New York Representative. Harrisburg, Pa. 
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What an enemy says of The Joliet News 


“I never liked THE NEWS very well,’’ said one of the aldermen, $ 
“but I must say that it is enterprising and that it is always push- 
ing for Joliet’s interests. The«merchants stick to it because they - 
know it is always looking after their advantage and I should think 
its getting the Lemont people to take THE NEWS would be $ 
3 


worth a great deal to the Joliet merchants.” 


The occasion was the opening of a new field by street 


car to Lemont, a town of 6,000 population, 12 miles 
from Joliet. 
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Youngstown, Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 


10,000 10,000 9,600 


LEADING DAILY IN NORTHEASTERN OHIO. 





For Rates address 


H. D. LaCOSTE, Thirty-Eight Park Row, New York 


SPECIAL NEWSPAPER REPRESENTATIVE 
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The Evening Journal 


of Jersey City, N. J. 


Goes into over thirteen thou- cummin 14 486 
© ilies ij Jersey City circulation in 1899, 9 


sand families in - 
and is a guest in over eighty 


th E verage daily cir 
arce 2 glis : ak- culatic fo th 
percent ofthe Englshspeke SE Me TS 4) 


ing households in the city. March 31, 
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The Metropolis 


JACKSONVILLE, FLA. 






Now guarantees an average daily circulation of 


6,414 Copies 


This guarantee will be inserted in every advertising contract 
made, if requested. 







CARTER & RUSSELL PUBLISHING CO., 
(INCORPORATED.) 
W. R. CARTER, Evitor R.A. RUSSELL, Business MGr. 
For advertising rates address 
R. A. RUSSELL, Bus. Mgr. or E. KATZ, Representative, 


New York Orrice, Cutcaco OFFICE, 
230-234 Temple Court. 317 and 318 U. S. Express Bldg. 
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About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of Americ an 
wspapers. He has always at hand, in chronological order, accessible at a moment's 
ice, a conveniently arranged mass of interesting documents, state ments, pamphlets 
nd circulation figures, going to show what is claimed for a paper by its owners or 
serted of it by its enemies and friends. By the aid of these and his familiarity with the 
bject it is always possible to pass the history of the p aper in rapid review and com- 
yrehend and measure the claims set up concerning its value to advertisers. 





A new edition of the American Newspaper Directory with circulation ratings revised 
ind correct to date appeared September Ist, This is the third quarterly issue for the 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 














pf XXXINILLEL ELLIE IAIELMELLIIILIIIILITE CAEL LIIILL LIT ILINILIXIXIXILIXILINIZIY IXISIXIZINEIILY) 
i ct 
i?) 

i NOVEMBER ISSUE. 5 
“ Forms close October 20. This will be a special : 
m editicn—the strongest and best yet brought out. I 
“ ~ 
” ~ 
~ lol 
FE 5 OHIO. : 
“ ~ 
4 Every mail brings indorsements from satisfied subscribers and advertisers—subscribers (f 
%{ feel tnat any one issue is worth the annual subscription price for helpful suggestions ; and +} 
~ advertisers are getting low cost results. FARM NEWS has a staff of the strongest and best H 
= known agricultural, poultry, horticultural and floricultural writers of the day. Circulation }f 
3} is growing at a remark: able rate, as a result of important changes and improvements, as + 
™ well as up-to-date methods and heavy aoe triging during the summer oT 
+ Consult your agent about FARM NE ‘i 
+] Rates are based on Proven Circulation. 100,000 Guaranteed as Minimum. 
R THE AMERICAN FARMER CO., Publishers, od 
1118-1114 Manhattan Bldg., Chieago, Ul. 82-37 Kelly Bldg., Springfield, Ohio. 4 
” 
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IHE STATE 
COLUMBIA, 5S. C. 
Daily—Sunday—Semi-Weekly. 


The American Newspaper Directory accords THe STATs a larger 
circulation than any other South Carolina daily 

Published at Columbia, the Capital of the State and the center of 
the great cotton manufacturing industry of the South, THe Srate 


occupies a commanding position, Distributed over the eleven railway 
tines radiating from Columbia “a reaching more than one hundred 
towns before noon every day in the year, it is ‘‘ the morning paper ”’ 
for three-fourths the entire State 

With one matrix or one electro advertisers may cover the State, the 
whole State, with nothing but Ture Srarer. Address 


THE STATE COMPANY, Publishers, 


COLUMBIA, S.C 


Also publishers SouTHeRN CuristiAN Apvocatr (Weekly), organ 
of 75,000 Methodist Church members in South Carolina 
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Age is not a necessity in an advertising 


medium: results count. Nevertheless, 


age dignifies a good name. 





has been telling the practical truth to 
practical people for nearly half a 
century, and the rural people of 
America know it. It is a weekly mirror 
of facts affecting farmers, and a_ valu- 
able weekly opportunity for general ad- 
vertisers. Its ficld is from Maine to 
Mexico. 
Wiis seen cieiais. Mais shade dina» taaaiaveaiheendamiait 


} “In our opinion there are only about a dozen real good papers 
{ for our business among the agricultural press. 
“THE PRACTICAL FARMER is one of the very best and we would 


vw 


4 
4 
) not think of making up a list without it even if the price was higher. , 
} “E.O. THOMPSON & SONS, Ypsilanti, Mich.” t 


Si A i i il i i i i in i i ls i i i i A Mii i in Ml ls ln i i ln nn i i i i 


Sworn statement of circulation for one year 


shows an average of 38,129 copies per week. 
Only one rate. If interested, write 
THE FARMER COMPANY 
PHILADELPHIA. 


The Farmers’ Purchasing Power in 1901 will be Larger 
Than Ever Before. 
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: BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
ike business more profitable by a judicious system of advertising. 


By Chas. F. Fones. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
pon any subject discussed in this department. 
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s a very bad practice, which 
persisted in by some ill-natured 


ks, to make side remarks 
ut customers to whom they 
ve just failed to make a sale. 
This is one of the evil practices 
which will be more disastrous 


than any other form of discourt 
esy that could be offered the cus 
tomer. No matter how cranky a 
ker’ may be, or how much 
trouble she may have caused the 
clerk, it is the salesman’s duty, in 
every case, to try to have the cus 
tomer leave with a favorable im- 
pression rather than with a bad 
Some clerks, very thoughtless 


1 


ly, will make the remark, after a 


customer has left them “ Well, 
[ didn’t think she was going to 
bury anyhow Such — remarks 


nine times out of ten, over 


rd by the customer, or, if 
they are not heard by the person 

ut whom they are made, they 
re many times heard by other 
customers, who know that the 
clerk would probably say the 
same things about them. This 
is a practice which cannot be 
too greatly condemned, and one 
which the retail merchant should 
use every means in his power to 
utterly root out of his business 
It is true that shoppers are very 
often unreasonable, and very of 


ten cause an unreasonable amount 
of trouble, but what are the clerks 


employed for if not to go to any 


trouble necessary to please the 
patrons of the store? 

\nother remark which a clerk 
h been heard to make when 
tl customer, in leaving, stated 


he would 


probably — call 
this | 


was to effect: 
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Address Chas. F, Jones, care PRINTERS’ INK. 


= 
r 


right, 


I'll put it down on the 
This is a very insulting 
remark, just the same as 
ft 2 told that 
was lying when she said that she 
intended to 

Any saleswoman 
who wishes to make anything out 
of themselves or wishes to be 
thought of, their 
fellow their employers or 
by people in general, will avoid all 
discourtesy of every kind, par 
such slurs as 
whom 


slate.” 
and is 
she 


customer were 


come again. 
salesman or 


well either by 


clerks, 


ticularly casting 
upon 
have failed to please 

It ought to be 
of mortification 
ment to 
should 


these persons they 
rather a 
and 
a clerk that the customer 
without 


source 


disappoint 


leave purchasing, 


and a regret that they have not 
ucceeded in pleasing, if there is 
to be any feeling at all in the 
matter 


7 


The people of this day love lib 
when it is For 
this reason it sometimes pays from 
simply a 


erality genuine. 


standpoint of 
popular attention to 


gaining 


conduct 


your 
business in a popular way Do 
not always be looking out for 
your own interest to the exclu- 


sion of the interests of other peo 
le. Of 


care of yourself, 


p course, you must take 
for no one else 
will do it for you, but sometimes, 
for 
Give to people once in a 
while a 


at least, show your liberality 
others 
meritorious bargain; 
something that is as free as air: 
something in which every one can 
without any ifs or 


participate con 
dition 
Do not have i tring attached 


to every offer that you 
that 


make so 


you can jerk it back out of 











> 
38 





the way of any one. This looks 
too much like you are continually 
fishing for suckers, only wanting 
to catch those who bite easily and 
letting the smart fish go. 

You will find there are many 
customers who appreciate liberal 
ity, and who will talk about it, 
so that your name will become a 
household word if you will act 
liberally enough to encourage 
them to talk about your enterprise. 

*K * * 
When things are dull, as a rule, 


it is just the time for clerks to 
spur up and put forth their best 


efforts. It is not only to the in- 
terest of the store which they 
serve, but it is also to their own 
interest. 

A great many business men are 


compelled during the dull season 


to reduce help, and in making 
such reductions they very natu- 
rally drop out the least valuable 


of their clerks and keep those who 
are proving themselves to be full 
of life and energy. Besides, lazi- 
ness is a habit which grows upon 
one very rapidly if encouraged in 
the least, and if we allow this to 
grow upon us, it becomes each day 
more difficult to change the habit 
and get down to hard work again. 

If all clerks would remember 
this and keep themselves in just 
as good business trim in dull sea- 
son as in busy times, there would 
be fewer of them looking for jobs 
in the summer, and not only that, 
but business itself would be better 
in the store, as it is very natural 


for customers not to buy goods 
where they find the clerks dull 
and listless, “and who seem to 
care little about selling. 

* * 

Dear Str—How would you reach 
transient visitors to a_ city? Our 
town is not a very large one of itself, 
but we have a large floating popula- 
tion always passing through. The 
majority of these people remain in 


town two or three cays, but are prob- 
ably never here again. 
Yours truly, A. &. T. 
If your city has any particular 
popular daily paper which gives 


considerable of general and 
national news, and which appears 
to be a favorite with strangers, 
then you might reach a= great 
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many through it, but if no such 
paper exists, then about the only 
way to reach this floating popu- 
lation would be by means of cir- 
culars. 

Perhaps you could make §ar- 
rangements with some of the rail 
roads coming into your town by 
which you could place in the 
hands of every passenger on the 
trains a_ circular. This would 
make them acquainted with your 
store just as they are reaching the 
town, and they would be very 
likely to remember it should they 
desire to make any purchases dui 
ing their stay. 

Then, again, you might get 
their names from the hotel regis 
ter and mail them a typewritten 
letter of some sort, or hand _ thx 
letters to the hotel clerk to be 
distributed to the guests. These 
are about the best ways | 
think of at the present moment 
for reaching the people mentioned 


can 


* * * 


One other little point about 
writing show cards—always hav: 
them well worded, and worded so 
that they express something. If 
possible, let each card give the 
reason for the reduction, if any 
made, or give suggestions 
about the goods which will be of 
practical benefit to the person who 
purchases. For instance, a_ sill 
display with simply the “price 
50c.” marked upon it, may be very 
effective, but the cards would at 
tract more attention, and possibly 
effect more sales, if some wording 
was used on them, such as desig 
nating desirable uses for the silk 
The cards might say “Something 
Nice For Summer Waists,” or, 
if the silk be wash silk, let it say, 
“This Will Wash Well,” or some 
thing to a similar effect. 

Window show cards are a great 
thing if used properly, and are 
well worth all the time and atten- 
tion which can be bestowed upon 
them. 


some 


* * * 

Sometimes, but not very fr 
quently, stores make a mistake by 
selling goods too cheap. Certain 
qualities of goods will sell bette 
and make a hetter impression if 
large price is asked for them, than 








- 
n 
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they will if sold at ridiculously 
low figures 

Not long ago | saw a sale of ho- 
siery make a flat failure because 
the price was too low for the 
quality of the goods offered. The 
store in which the display was 
made is conducted by a_ person 
who is somewhat of a “plunger,” 
and who thought he could make 
a wonderful hit by selling fifty 
dozen ladies’ fine lisle thread hose 
for 10c. a pair. A large window 
display of these goods was made, 
marked with a price card of I0c. 
Some of them were sold, of 
course, but the majority of people 
whom the merchant wished to 
reach, passed them by without giv- 
ing any attention to the sale. If 
they did notice them, they only 
thought the statement that they 
were pure ‘lisle thread was a false- 
hood, and this did the store a 
positive injury rather than good. 

Shortly afterwards, some one 
suggested that the price was too 
cheap, and the manager marked 
the same goods up to 2Ic. As the 
hosiery was really very nice look 
ing, and of the kind which gen- 
erally sell for 50c. a pair, the 
store sold a great many more of 
them at 2Ic. than at Ioc., and 
besides, instead of losing money, 
made a little something on the 


a] 
Sale, 


*” a cal 

Change your window display 
often—for two reasons. First, 
because the goods are apt to be 
come soiled or faded by remain- 
ing too long in the window; and 
second, because a constant change 
of goods adds to the attractiveness 
of the display. 

You may, perhaps, say to your- 
self that it takes too much time 
to change the windows every day 
or two; but it is time well spent, 
and even a small store can better 
afford to have one man who does 
nothing else, than it can afford 
to allow the: windows to remain 
unchanged for any length of 
time. 

Constant changing of windows 
adds freshness to your store, and 
gives to some people the idea that 
you are constantly getting in new 
things, and thus have new things 
to display; whereas, windows 


which remain dressed with one 
class of goods for a long time are 
likely to cCaullse some people to 
think you have nothing else to 
dress the windows with, or that 
you are dealing exclusively in that 
kind of goods. 

There are a great many little 
things about a window’ which 
should be observed in order to 
make it perfect. Some window 
dressers are very careless about 
these little things which go to 
make up the whole. 

Every part of the window 
should have scrutiny before it is 
finished, to see that no bare spaces 
are left, or that no unsightly 
boxes or fixtures are exposed to 
view, which might just as easily 
be covered over with goods. 

Another point about the un 
sightliness in show windows, 
which is very little looked after, 
is the space back of the fixtures. 
Some show-windows are so ar 
ranged that people can see the 
back of the fixtures from the in 
side of the store, and, unless this 
is kept in perfect order, it pre 
sents a very bad appearance. Even 
if the back of the window is not 
exposed to view from the inside 
of the store, it sometimes hap 
pens that customers wish to point 
out certain goods in the window 
without going outside, and, in 
this case, they have to look into 
the back of the window to indicate 
the articles to which they refer. 

It does not give a very credita 
ble appearance to the store to 
show a customer the untidiness 
which exists back of the displays 
seen from the outside of the store. 


. ok * 


In arranging your displays, if 
you have more than one window 
at your command, use solid win- 
dows as much as possible—that is, 
make up each window of one 
kind of goods. The goods may 
be«in a variety of colors or in a 
variety of shapes, but have all 
of one kind of goods in a window. 
This forces itself more upon the 
attention of people passing than 
if the window is made up of a va- 
riety of goods; it is simply the old 
idea of concentration being more 
advantageous than spreading over 











rour 
for example, and dress 


much surface. If have 


windows, 


you 


one with silks, another with un 
derwear, and one each of the 
others with some one article, as 
you may desire, it will attract 
more attention and bring better 
results than if you combine four 
different kinds of goods in each 


of the four windows. 

The plan of having solid win- 
dows carried still further by 
some houses, by not only having 
one kind of goods in each window, 
but by having all the goods in 
each window of one also 
and sometimes of one color only 

Che strongest and most striking 


Is 


price 


window which | have seen was 
mia Chicago dry goods store, 
which had an immense window 
filled entirely with blue neckties. 


They were all shapes and_ sizes 
imaginable, but they were all of 
one color, and al] sold for one 
price, 25c. This window was so 


bright and so striking that it was 


noticeable from a long distance 


common 
trade 
stay 


I quote the following 
sense talk from another 
journal: “Goods sold to-day 


sold, and afford satisfaction to 
such an extent that the customer 
is quite certain to return to the 
same house for more, should be 
the ambition and motto of every 
salesman or saleswoman One 
who always tells the truth will 
never be caught lying, but a cus 
tomer who catches a salesman in 
one lie has a right to expect 
another, and always treats all 
commendatory arguments he = or 


she attempts to make with suspi 
cion. 

“Business lies, some 
claim, are not to be answered by 
them; they excuse the practice by 
charging it to the firm, which is 
quite willing to make sales on the 
strength of overdrawn statements. 
It matters not what one’s religion 


salesmen 


may be—(that is controlled by 
dictation of conscience )—it is not 
the religious end of man’s life, but 
the business end, that is to be de 
hated in this article 

“Does it pay to tell ‘business 
lies’? That’s the question If 


to serve but once, prevar 


content 
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ication might clinch the deal, but 
if expected to return again. th 
next time he or he goes shoy 
ping, past experience must have 
proven profitable and satisfactor 
if the same house secures their 
patronage. 

“Very few people allow a dog 
to bite them twice in the sam 
spot. Merchants and salespeopk 
should not forget this fact. \ 


business supported 
transient customers an expen 
sive one to keep running. It ha 
to be bought entirely at the prix 
of printers’ ink (which has_ be 
come expensive ) and 
To-day see 
you 
business 


1s 


then 
don't see then 
the result « 


pleasing cus 


sche nies 
to-morrow 


you 
Doing is 
pleasing customers : 
tomers is earning their confidenc« 
Confidence advertises: The pul 
lic never forgets the firm or sales 
persons who are abreast of th 
t'me and can be relied upon 
“There no for th 
salesman who misrepresents mal 
the one wh 


necessity 


is 


exclusively by 


fake 


ing more sales than 

calls cotton, cotton. A = salesma 
must first labor to gain the cont 
dence of the customer. Answe 
promptly and eandidly all ques 
tions asked, if you know, if not 
say so, but strive to know; gi 
the benefit of your knowledg: 


and experience if the customer 
of a disposition to appreciate 
otherwise, don't be officiou 
“Facts teach this lf a 
tomer is inclined to purchase 
too small too large, care 
fully remark that you believe sl 
has the wrong 
the same time letting a side r 
mark drop that it is not your put 
pose to dictate. Never make 
size to suit if you have not 


too 
cu 
size or 
Size, 


selected 


o 


the size the customer desires 
goods have damaged spots or i 
perfections, point it out to ther 
Nine times out of ten they w 
buy it at a small reduction at 
cherish it as a_= special bargai 
when otherwise they would ha 
returned it with an  expressi 
well seated in their minds tl 
they have been victimized.” 
* & * 

A store that does a credit bu 

iness has to be very particul 
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how they handle the persons who 
apply for time on their purchases. 
In the first place, the most im 
portant thing is to be sure that 
you are not injuring yourself by 
giving credit to persons who 
not deserve it. Again, sometimes 
t is almost important that 
vhen you refuse to give credit. 
you do it in such a way that your 
refusal does not offend the per- 
on asking for it. 
Many persons apply 
to whom you may not 
posed to give it, and yet 
perfectly honest and may really 
deserve the accommodation. Your 
judgment may be a very accurate 


do 


as 


for credit 
feel dis 


1 
who are 


one, but we all make mistakes 
sometimes. This is shown by the 
fact that you probably have a 


great many debts upon your books 
vhich difficult or impossible 
to collect. If your judgment can 
err in giving credit to the wrong 
person, it is just as likely that it 
make a mistake 


are 


may sometimes 
in refusing credit to the wrong 
person. 

Therefore, it is a very particular 
thing how you refuse those ap- 


plying to you for time. 

Again, even if those who apply 
for credit are not worthy of it, 
still their cash trade may be worth 
a great deal to you, and, if pos- 
sible, you should refuse them in 
such a way that they will have no 
reason to take offense. 

\ very bad practice is custom 


ary in many stores of allowing 
the salespeople to inform custom 
ers that credit has been refused 


Very many persons who apply for 
credit are not posted on the exact 
manner in which they should 
make their application, and, there 
fore, when they wish to buy goods 
they will simply say to the clerk, 


“[T should like to have _ this 
charged.” The clerk usually 
reports the matter to the office, 
and receives the answer as_ to 
whether the goods may _ be 


charged or not. 

The proper way to tell. the peo- 
ple that credit is refused, 1s to 
have them appear personally at 
the office, and have the credit man 


ager tell them privately and as 
courteously as possible, that just 
at present the credit will not be 


and 
one, 


agreeable. If this is done, 
the person is a reasonable 
nine times out of ten this will not 
give offense. 

3ut the method of simply hav- 
ing clerks go back to the cus- 
tomers, and tell them in the pres- 
ence of other clerks, or possibly 
customers, that credit is refused, is 
one which will nearlyalways cause 
discontent and mortify the pur- 
chaser so much that she will feel 
a hesitancy in returning to the 
store to buy again, even for cash. 

When a customer’ asks for 
credit, it is always well to have 
the clerk state to her that she 
must make application to some 
person in authority, who will in- 
vestigate the matter and give a de- 
cision. This person in authority, 
as I have stated before, after hav- 
ing made any investigat‘ons neces 
sary, should inform the person 
desiring credit, by letter, or pri 
vately in person, with regard to 
the refusal. 

It is also well for the credit 
manager to personally inform par- 
ties to whom he is willing to ex- 
tend credit, because he can then 
them some ideas to just 
what extent he would like them to 
make charge purchases. 

There are some persons to 
whom he might say that the store 
is always ready and willing to 
charge anything they may wish to 
buy, no matter to. what amount 
the purchase might run. There 
are others, again, to whom you 
would be willing to extend a lim- 
ited line of credit, but you would 


give as 


not care to have them make it 
very large. 

And there are again others 
whom it would be well to give to 
understand that, while the ac- 


count is agreeable, you still expect 
them to that it is settled 
promptly every month. 

By your tone of voice, and by 
the careful selection of your 
words, you can in all such cases 
impart the proper information to 
the prospective customer, and 
cause her to fully understand 
vour position, without giving of 
fense, whereas, if written to, 
word is sent by some one else, 
the information could not be im- 
parted as pleasantly or effectively. 


see 


or 
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lt Never Fades 


THE SEARLE & HERETH Co. 
CuHicaGo, May 29, 1900. 








13 Spruce St., 
New York City, N. Y. 
Dear Sirs:,-We are anxious totry some of yourinks. We 
therefore inclose herewith a check for $15.00, for which we 
|} ask you to send us the following: 


} 
PRINTERS INK JONSON, | 


5 lb. can black book ink 1 can $1.00 
5 lbs. gloss Red 1 can 5.00 
5 * fine milori blue 1 can 5.00 
2 ‘ dark brown 2.00 


} 

| 

| 
In addition to the above, we want you to send us $2.00 
worth of redink suitable for label printing; sometbing that 
is as nearly permanent, unaffected by the light, as it is 

possible to produce. Send above —— by express. 

ours t 
THE SEARLE & HERETH Co. | 
F. 8. H.C. Per F. S. HERETH, Vice-Pres. 


THE SEARLE & HERETH Co. 
CrieaGo, July 2, 1900- 
PRINTERS INK JONSON, 
Spruce St.. New York. 

Dear Sir:—Please find inclosed check for ten dollars for 
which you will oblige us by sending ten dollars’ worth of the 
Label Permanent Red, B of =" as Ly r label inclosed. 

truly yours, 
THE SEARLE & HERETH Co. 
Per F. 8. Heretn, Vice-Pres. 


The above concern recently sent me two of their labels 
—one printed with my B. of E. red at $1.00a Ib. and the 
other printed with a competitor’s red at $2.50a lb. Both 
labels had the same exposure, namely six weeks in the 
sun. Mine looked as well as on the day on which it was 
printed, while the other fellow’s had faded out entirely. 
My ink is a special red formerly made for the Bureau of 
Engraving and Printing at Washington and is guaranteed 
absolutely permanent. The price is $1.00 a lb., whether 
you buy one or one hundred pounds, and the cash must 
accompany each order. I respectfully refer you to The 
Searle & Hereth Co., 73 & 75 Wells St., Chicago IIl., as to 
the virtues of this ink. Send for my price list. Money 
refunded when a customer is dissatisfied. 

ADDRESS 
PRINTERS INK JONSON, 


13 SPRUCE STREET, NEW YORK. 
, 
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EXPANSION 


That’s our platform. Every plank 


vw 
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in our street cars brings YOU 
face to face with its benefits. 
YOU read street car adver- 
tisements. So does your friend. 
So does everybody. 
YOU'VE got to read them. 
YOU can't get away from them. 
If YOU have anything to say 


to everybody, to sell everybody, 


Use Our Expansion Policy. 


We can double your business. 


Ep igesimenigge 





GEO. KISSAM & CO., 

253 BROADWAY, NEW YORK. ; 

a 15 Branch Offices. | 
Written by Chas. E. Buc " Baltimore, Md 
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253 Broadway, 


Written by Wm. Henry Beable, London, E. C., England. 
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Seeing lS 
Beltevin ty f 


Take a ride on the Brooklyn 
‘*L,” watch the thousands that are 
taking the trip every hour, notice 
how they read the attractive adver- 
lising cards. 

Then look at the cards, size up 
the class of advertisers they represent 
—not merely the largest but also 
the shrewdest and most successful 
enterprises in the country. 

Some of them took years, spent 
fortunes, in learning how best to 
advertise. 

Their experience, collected and 
concentrated, our experience in a 
business devoted to Street Car ad- 
vertising, experiences covering 
everything connected with the sub- 
ject, is at _vour service. 


WE ARE HERE TO 
ANSWER QUESTIONS. 


Seo, Kissam & Co. 


New York. 
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Ten Insertions Gratis. 





An advertisement contracted for to 
appear in Printers’ Ink for the year 
1go1 will be inserted 


as 


in all the remaining’ issues of 1900. 


Address 
PRINTERS’ INK, 
10 Spruce Street, - - - New York. 
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You'll Find 


there is no better place to put your advertising signs than in 
the Street Car System controlled by the well-known firm of 


GEORGE KISSAM & COMPANY, 


who would especially cherish an opportunity to demonstrate 
to any advertiser not on their list the dollars and’ sense there 
is in street car advertising for patrons of our cars. You'll 
find then in street car advertising we’re bound to be 


Always “‘On Top.’’ 
15 Branches. 253 Broadway. New York. 


Designed and written by Albert G. Wade, Elkhart, Ind. 

























